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ABSTRACT  
Within the past few years, higher education institutions have come under an exorbitant amount 
of pressure to restructure, increase funding and grow student numbers, whilst still preserving 
the service quality they offer. The purpose of this study is to measure students’ expectations 
and perceptions in a higher education institution and establish how significant of a gap exists 
between what is expected and what is perceived. The instrument utilised within the present 
study is SERVQUAL. A convenience sampling approach was adopted, furthermore, both 
descriptive and inferential statistics were used to analyse the data pertaining to the objectives 
concerning students’ gap between expectations and perceptions and hypotheses regarding the 
gap between students’ differences in each faculty, respectively. The study found that there were 
gaps in all dimensions with the order being, from highest to lowest: Reliability – 
Responsiveness – Assurance – Empathy – Tangibility. In addition, the significant difference in 
means according to faculty was established and the only dimension with a significant difference 
was Empathy. These results were used to offer recommendations to management, faculties and 
departments of the higher education institution under study about where they are deficient, 
consequently, improving their services to enhance their service quality and increase their 
competitive advantage but without financial strain. Overall, the conclusions the present study 
reached was that students and higher education institutions need to have a mutual interest in 
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their relations. This means that as much as higher education institutions need to provide high 
service quality to students, students need to be willing to provide feedback and interact. 
KEYWORDS: 
SERVQUAL, relationship marketing, consumer satisfaction, convenience sampling, South 
Africa 
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RESEARCH OVERVIEW 
1.1 INTRODUCTION 
Interest in the quality of services offered at higher education institutions have grown 
considerably over the last few years especially with the start of the #FeesMustFall campaign 
(Langa, 2016). Strong interest in the phenomenon has been stimulated and sustained by a 
range of factors. Included in these factors are students needing accurate information about 
higher education institution quality to help them choose between institutions and different 
courses of study, as well as, the governments funding being geared towards the actual 
students tuition rather than funding institutions (Langa, 2016). Management, academics and 
support staff need information to help them monitor and improve their services offered to 
students in their departments which leads to the satisfaction of the faculty and, in whole, 
contributes to the success of the higher education institution. In addition, Institutions need 
information about quality to help them benchmark and market their performance. 
Governments and other bodies need information to assist with funding, policy development 
and accountability (Council on Higher Education, 2016). For these reasons, service quality 
has become vital in the higher education sector. 
The focus of the present research is explore students’ expectations and perceptions of service 
quality in Higher Education and to offer the higher education institution’s management 
insight into student satisfaction of service quality and the opportunity to address any issues 
impacting the delivery of quality services at the higher education institution. 
1.2 RESEARCH CONTEXT 
The higher education sector in South Africa has faced many challenges, including the 2004 
mergers and transformations of technikons into higher education institutions. This 
transformation has not only brought about a change of status in these institutions, but also 
the mergers of intrinsically different institutions (Noel, 2011). Within the last 10 years, with 
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the trend of globalisation and the broadening of access to higher education under the present 
government policy, the higher education sector is experiencing constant readjustments and 
intense changes in their structuring, funding and student numbers (Noel, 2011; Badat, 2010).  
In addition to the above, the more recent pressures of the #FeesMustFall campaign has left 
all higher education institutions anxious to what is to come. Student-led protests gained 
momentum in 2015/16 and spread across the country (Langa, 2016). The #FeesMustFall 
movement ignited heated debates on fee increases in higher education institutions. Other 
demands by students included the decolonisation of the educational system, transformation 
of higher education institutions to address racial and gender inequalities in terms of staff 
composition, as well as insourcing of general workers (Langa, 2016). All this has left many 
higher education institutions in dire straits over what the future holds, especially with little 
to no help from the government.  
De Jager and Jan (2015) established that traditionally, higher education institutions 
competed indirectly, whereas they now compete directly, seemingly for the same market. 
This is noted by the similarity of degrees being offered at each institution, the number of 
different degrees and combinations of electives being offered and the shortened period for 
graduating with a degree (De Jager and Jan, 2015). This increased level of competition in 
the education environment has led to higher education institutions employing managerial 
techniques to improve the efficiency and quality of their services (De Jager and Jan, 2015; 
De Jager and du Plooy, 2006) and switch from a passive to a more active marketing approach 
(De Jager and Jan, 2015).  
Higher education in South Africa is experiencing unrelenting pressure to expand access 
opportunities to students, while at the same time improving present educational quality, 
without prospects of increased funding possibilities due to government budget restrictions 
(Lekhanya, 2014; Steyn, Harris and Hartell, 2014; Badat, 2010). With such challenges, 
institutions should be looking for new ways to attract all the students they can. In this respect, 
these institutions should be continually looking for appropriate ways of gaining a 
competitive advantage (Rabah, 2015). Higher education institutions can only be successful 
as long as their students are being offered something that they wish to buy, at a quality they 
9 
 
feel is acceptable. This demonstrates the importance of service quality in gaining a 
competitive advantage, whilst also highlighting the need to better understand the role that 
service quality plays in the higher education sector (Rabah, 2015).  
With an ever-growing assortment of educational options, students seek institutions that will 
provide them with high quality of services that they will remember for a lifetime 
(Asaduzzaman, Hossain and Rahman, 2013). In this respect, the concept of service quality 
in higher education institutions is pertinent. In a study conducted by Nabilou and Khorasani-
Zavareh (2014) in various levels of the undergraduate educational courses at Urmia 
University of Medical Sciences, Iran, it was noted that there is a gap between expectations 
and perceptions of service quality, which inferred that the students’ expectations were not 
met. As the higher education market matures, it is service quality that will differentiate one 
institution from another (Nabilou and Khorasani-Zavareh, 2014).  
The current climate in higher education places students as primary consumers (Hefer and 
Cant, 2014; Noel, 2011). Students are primary consumers of higher education for two main 
reasons: firstly, “the success of a higher institute depends upon students as the constituent 
group” (Lau, 2014, p.762); secondly, “students have inter alia an interest and expectation in 
the quality of education being provided” (Lau, 2014, p.762). Tasie (2010) suggests that 
students are the primary consumers of higher education services where emphasis should be 
placed in the need to gather information on students’ expectations of service quality within 
higher education institutions. As such, students are becoming more conscious of their 
consumer rights and of gaps between their expectations of service quality and the reality of 
that service. Not only does this service gap present a quality assurance challenge for higher 
education institutions and government, it is also likely to contribute to either student inflow 
and/or withdrawal (Desta, 2011).  
Over the last three decades, a range of conceptual frameworks and models have been 
proposed that attempt to measure service quality within the higher education sector 
(Abdullah, 2006a, 2006b). The most widely used methods applied to measure service quality 
can be categorised as quantitative multi-attribute measurements (Abdullah, 2006a). For 
instance, the SERVQUAL approach (Parasuraman, Zeithaml and Berry, 1988), the 
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SERVPERF approach, and in the context of higher education, the HEdPERF approach 
(Abdullah, 2006a, 2006b).  
More recently, a study undertaken by Beaumont (2012) integrated the above-mentioned 
models into a framework of service quality within higher education institutions. According 
to Awoke (2015), published studies have used SERVQUAL and adaptations of it in a variety 
of service contexts including real estate brokers, hospitals, banks and higher education. The 
present study will adopt the SERVQUAL model as SERVQUAL is based on the 
conceptualisation of service quality as the difference between consumer's perceived 
performance and expectation, while SERVPERF and HEdPERF are purely a performance 
based approach to the measurement of service quality (Bhatt and Bhanawat, 2016; Cronin 
and Taylor, 1992). In this respect, SERVQUAL conceptualises service quality as a general 
opinion the consumer forms regarding delivery, which is constituted by a series of successful 
or unsuccessful experiences (Parasuraman, Zeithaml and Berry, 1985). 
The SERVQUAL model is comprised of five dimensions which include: tangibles, 
reliability, responsiveness, assurance and empathy. These dimensions relate to equipment, 
infrastructure, teaching materials, resolutions of student problems, claims and requests, 
attention directed towards students in order to provide prompt service, knowledge and 
courtesy of academic and support staff along with their ability to convey trust and 
confidence, and individualised attention and care which is provided to students and their 
specific needs. 
The primary focus of the present study is to determine whether a significant difference exists 
between students’ expectations and perceptions of service quality at a South African higher 
education institution. Ultimately, the researcher will use the data to offer management 
insight regarding service quality and the opportunity to address any issues impacting service 
quality at the institution.  
Studies conducted at the Durban University of Technology (Green, 2014; Noel, 2011; Arpin, 
2007) and Tshwane University of Technology (De Jager and Du Plooy, 2006) have opened 
the door to conduct similar studies at other higher education institutions in the country and 
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to establish comparisons of the results. Green (2014) asserts that the use of a large sample 
size allows the findings of a research study to be more generalisable.  
1.3 AIM OF THE RESEARCH 
The aim of the present study is to determine whether a gap exists between students’ 
expectations and perceptions of service quality at a South African higher education 
institution and to make recommendations on how to improve the overall service quality. 
1.4 RESEARCH OBJECTIVES 
The below are research objectives listed to explore the above research aim: 
Objective 1: To ascertain students’ service quality expectations at a higher education 
institution.  
Objective 2: To ascertain students’ service quality perceptions at a higher education 
institution. 
Objective 3: To ascertain the gap in students’ service quality expectations and perceptions 
at a higher education institution. 
Objective 4: To determine whether there is a significant difference in expected service 
quality between students of different faculties at a higher education institution in terms of 
the dimensions of service quality. 
Objective 5: To determine whether there is a significant difference in perceived service 
quality between students of different faculties at a higher education institution in terms of 
the dimensions of service quality. 
Objective 6: To determine whether there is a significant difference in the gap between 
expected and perceived service quality for students from different faculties at a higher 
education institution in terms of the dimensions of service quality. 
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1.5 ETHICAL CONSIDERATIONS 
This research will be in accord with the ethical requirements set out by the Rhodes University 
Department of Management’s Human Ethics protocol. All ethical considerations regarding 
informed consent, voluntary participation, non-disclosure, confidentiality, use of the 
research data and storage of the data will be adhered to throughout the study. 
1.6 THESIS STRUCTURE 
Chapter One – Research Overview 
This chapter introduces the research and its background. A brief snapshot of what the study 
is all about and how it will be conducted. This chapter summarises the purpose, aims, 
objectives and the methodology of the study. 
Chapter Two – Relationship marketing and consumer satisfaction. 
Chapter Two provides an overview of relationship marketing and consumer satisfaction. A 
detailed discussion on the theory of relationship marketing and consumer satisfaction is 
given. 
Chapter Three – Service quality 
This chapter provides a detailed discussion of service quality. The concept of service quality 
is discussed in terms of its definition, consumer expectations and perceptions. Then, 
determinants and influences of consumer satisfaction is briefly outlined. Finally, the service 
quality dimensions are examined. 
Chapter Four – Research methodology 
This chapter presents the research design and methodology. The research paradigm within 
which the study was conducted is discussed. The research design, research method, data 
collection process and how data was analysed are also explained. Furthermore, the 
documentation and storage of data, data analysis and the reliability and validity of the 
research instruments are discussed. 
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Chapter Five – Data analysis and results 
In this chapter the research findings are presented according to the research objectives of 
this study. 
Chapter Six – Conclusions and Recommendations 
This chapter provides a summary of the thesis, how the research questions were answered, 
and key contributions. In addition, the limitations of the present study and recommendations 
for future research are outlined. 
1.7 CHAPTER SUMMARY 
Chapter One outlines the research context, the aim of the research, methodology, ethical 
considerations and the thesis structure. The chapter briefly highlights the motivation of the 
study, which is that higher education institutions need to acknowledge the need to 
continually improve the higher education service quality for students.  
Accordingly, an understanding of the current state of service quality could provide higher 
education institutions management with invaluable insights, as well as highlighting potential 
areas that could be improved to enhance students’ perceptions. After all, providing a high 
level of quality can help increase consumer satisfaction and in-turn promote positive word-
of-mouth, which ultimately assists in gaining a competitive advantage. 
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RELATIONSHIP MARKETING AND 
CONSUMER SATISFACTION 
2.1. INTRODUCTION  
Relationship marketing’s development was influenced by previous developments in 
marketing that included consumer marketing, industrial marketing, non-profit and societal 
marketing and services marketing, which led to different academic viewpoints from which 
relationship marketing theory was to develop (Egan, 2001). Since its development, the 
relationship marketing concept has emerged as an effective weapon for gaining the 
“continual patronage and loyalty of consumers” (Bennett and Barkensjo, 2005, p.81; Berry, 
1995, p.237). It has become common practice amongst organisations to use relationship 
marketing as an effective way to grow and retain profitable loyal consumers (Beneke, 
Lykiardopulos, De Villers and Rawoot, 2011). Service quality has been distinguished as an 
important pre-requisite for and determinant of competitiveness for establishing sustainable 
relationships with consumers (Ojo, 2010), and is defined as a subjective judgement or 
attitude that relates to the overall superiority of the service (Parasuraman, Zeithaml and 
Berry, 1988).  
Ojo (2010, p.88) asserts that service quality is a strong indicator of consumer satisfaction 
and is supported by Cronin and Taylor (1992), who noted that service quality is an antecedent 
of consumer satisfaction. Consumer satisfaction has been found to influence the 
development of long term relationships between the organisation and its consumers 
(Gustafsson, Johnson and Roos, 2005).  
Considering the above, this chapter will provide a detailed discussion of the theory of 
relationship marketing and consumer satisfaction. It will provide the theoretical background 
and purpose for the third chapter on service quality and how it is measured. 
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2.2. RELATIONSHIP MARKETING  
Since 1995, relationship marketing has emerged at the forefront of the marketing discipline. 
The idea of marketing to existing consumers to win their “continued patronage and loyalty” 
is being embraced in all different sub-disciplines of marketing (Berry, 1995, p.237).  
2.2.1. Definition of relationship marketing 
Relationship marketing is defined as establishing, developing, and maintaining successful 
relational exchanges, which imply attracting, maintaining, and enhancing consumer 
relationships (Berry, 1995; Morgan and Hunt, 1994). Boone and Kurtz (1999, p.34) further 
refer to relationship marketing as the “establishment, growth and maintenance of long-term 
cost-effective relationships between stakeholders for mutual benefit”. Attraction of new 
consumers should be viewed as an intermediary step in the marketing process, with the key 
components to the whole marketing process being consolidating consumer relationships, 
transforming indifferent consumers into loyal ones and serving consumers as clients (Berry, 
1995).  
The primary objective of relationship marketing is to create a long term interactive 
relationship between the organisation and consumers, with an understanding that both the 
consumer and the organisation will benefit in the relationship (Rahman, 2006). Given the 
importance of relational exchanges between the organisation and its consumers in enhancing 
consumer relationships, the importance of service quality, which will be discussed in the 
next chapter, comes to the forefront. By creating satisfied consumers, a mutually stable, 
profitable and long term relationship would be enhanced (Ravald and Grönroos, 1996).  
Berry (1983) identifies five strategies of practicing relationship marketing, namely: 
 development of a key service around which to establish the consumer relationship;  
 customisation of the relationship to the individual consumer;  
 augmenting the key service with extra benefits, relationship pricing to encourage 
consumer loyalty; and  
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 marketing to employees so that they will perform well for consumers (internal 
marketing).  
In implementing the above strategies organisations can use all of them simultaneously as 
they are not wholly independent. Relationship marketing offers powerful benefits such as 
consistent consumer experience and consumer advocates for the organisation; however, it 
takes discipline, strategy and a supportive environment (Berry, 1983). 
Even though relationship marketing has been elevated to the top of marketing theory, there 
are still doubts as to whether organisations would find it feasible or suitable to develop the 
above relational strategies (Egan, 2001).  
2.2.2. Dimensions of relationship marketing  
The following ten key dimensions of relationship marketing assists organisations to build 
relationships with their consumers. 
2.2.2.1. Trust  
Trust has been defined as the level of confidence an individual has with an exchange partner 
(Moorman, Zaltman and Deshpandé, 1992). Others, such as Morgan and Hunt (1994) and 
Wilson (1995), have defined trust in terms of opportunistic behaviour, shared values, mutual 
goals, uncertainty, actions with positive outcomes and making and keeping promises. 
Grönroos (1990) believed that the resources of the seller personnel, technology and systems 
have to be used in such a manner that the consumers have trust in them, thereby trust in the 
organisation itself is maintained and strengthened. Overall, “trust is a key ingredient in 
establishing and maintaining successful inter-organisational systems” (Meier, 1995, p. 145). 
Consumer’s trust reduces feelings of vulnerability and higher levels of trust advance 
information exchange (Meier, 1995).  
Trust refers to relying on an individuals’ or organisations’ word. It is based upon reputation, 
personality, systems and processes. Trust is an important consideration because many 
aspects of relations between consumers and suppliers cannot be formalised on legal criteria. 
Instead, relationships have to be based on mutual trust. Trust is built upon experience, 
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satisfaction and empathy. A high level of trust is likely to enhance a more positive attitude, 
which in turn is likely to increase the level of consumer empathy. Conversely, low trust can 
have the opposite effect (Conway and Swift, 2000).  
2.2.2.2. Commitment 
Commitment is another important determinant in the strength of marketing relationship. 
Consumer commitment is defined as the consumer’s durable intention to develop and sustain 
the relationship with the supplier in the long run (Anderson and Weitz, 1992). Morgan and 
Hunt (1994) reported that trust and commitment are paired in the relationship marketing 
literature. In contrast, Baron, Conway and Warnaby (2010, p.32) views commitment as "an 
intention to continue a course of action or activity or the desire to maintain a relationship". 
Both trust and commitment are invariably associated with the prerequisite that the 
relationship is of significantly high importance to one or both parties. Commitment is 
defined by psychologists as decisions that bind an individual to a behaviour (Ndubisi, 2006). 
While commitment in marketing literature is defined as an enduring desire to maintain a 
valued relationship, this implies a higher level of obligation to make a relationship succeed 
and to make it mutually satisfying and beneficial (Gundlach, Achrol and Mentzer, 1995).  
Gundlach, Achrol and Mentzer (1995) found that consumer commitment can be described 
along four dimensions:  
 loyalty;  
 willingness to make short-term sacrifices;  
 long-term orientation; and  
 willingness to invest in the relationship.  
According to Morgan and Hunt (1994), commitment and trust together encourage marketers 
to work towards preserving relationship investments by cooperating with exchange partners. 
Both are very important elements in ensuring a long-term orientation towards a business 
relationship, an orientation that is necessary to implement relationship-marketing strategies.  
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2.2.2.3. Social Bonding  
Social bonding is defined as the dimension of a business relationship that results in 
stakeholders (consumers and organisation) acting in a unified manner toward a desired goal. 
(Callaghan, McPhail and Yau, 1995). Various bonds exist between stakeholders and indicate 
different levels of relationships (Callaghan, McPhail and Yau, 1995). Bonding serves to 
effectively control social and business behaviour in society, and contribute to remove doubt, 
create trust and form close relationships (Hinde, 1997).  
The dimension of bonding, as it applies to relationship marketing, consists of developing 
and enhancing consumer satisfaction, which results directly in feelings of affection, a sense 
of belonging to the relationship, and indirectly to the sense of belonging to the organisation 
(Sin, Tse, Yau, Chow and Lee, 2002). Suppliers and consumers who have a strong personal 
relationship are more committed to maintaining the relationship than less socially bonded 
partners.  
2.2.2.4. Empathy  
Empathy is the dimension of a business relationship that enables two parties (the consumer 
and the organisation) to see the situation from the others’ perspective and allows these two 
parties to understand each other’s desires and goals. It involves the ability of individual 
parties to view the situation from the other party's perspective in a truly cognitive sense 
(Gundlach, Achrol and Mentzer, 1995). In the initial stages of a relationship it is important 
that the organisation empathises with the consumer but, as the relationship develops, 
empathy from both parties becomes increasingly important. Affirmation shown by each 
party develops a close interpersonal and business relationship and gives a more positive 
outlook to each party.  
2.2.2.5. Good Experience  
Experience is another factor in successful relationships. Conway and Swift (2000) suggests 
that both parties must have positive experiences in order to reach the required overall level 
of satisfaction over a period of time and develop the relationship further. Gundlach, Achrol 
and Mentzer (1995) point out that negative experiences may, of course, hinder the 
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relationship, or even lead to consumer dissatisfaction. Furthermore, consumers tend to 
remember the first and last experience they have with an organisation, product or service. 
Thus, one positive experience may be sufficient to alter perceptions of more than one 
preceding negative experience, and vice versa (Gundlach, Achrol and Mentzer, 1995). This 
suggests the magnitude of influence ‘experience’ can have on consumer satisfaction and, the 
more satisfied the consumer, the more durable the relationship. In terms of consumer 
communications to peers and others, the facts and perceptions of the ‘experience’ is the item 
that is shared with others and drives much of the individual satisfaction.  
2.2.2.6. Promise Fulfillment  
Fulfillment of promises is seen as a core construct in the relationship marketing philosophy. 
It is one of the dimensions which will determine if a relationship is to continue or be 
terminated (Gundlach, Achrol and Mentzer, 1995). For example, if the promise made by the 
organisation is not fulfilled to the full satisfaction of the consumer, then the consumer may 
terminate the relationship. Equally, for instance, if the consumer fails to deliver on the 
promise of payment to the organisation, then the organisation may terminate the relationship. 
For that reason, it can be noted that making promises is insufficient, but deliverance by action 
is vitally important. 
Zineldin and Jonsson (2000, p.46) backup the above statement by highlighting that "trust 
and commitment between organisations can only be built on actions rather than promises", 
meaning that it is necessary to fulfill promises by actions. Claycomb and Martin (2001) also 
highlight the link between trust and promise. In the service sector, trust is particularly 
relevant because consumers often do not buy a service per se. What they buy is the implicit 
and explicit promise of a service (Claycomb and Martin, 2001). A firm may attract 
consumers by giving promises, thus persuading them to behave in some desired way. These 
promises may be explicit or implicit in the image of a brand. A new consumer may be 
attracted and a new relationship built. Long-term profitability requires that the relationship 
be maintained and enhanced in order to retain the consumer base. The fulfillment of the 
promises given is essential to achieving consumer satisfaction (Claycomb and Martin, 2001). 
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2.2.2.7. Communication 
Communication is considered a vital component in the establishment of business 
relationships. Yet, it is a variable that is often assumed or taken for granted and consequently 
overlooked as a component of relationship development (Andersen, 2001). Communication 
plays a central role in providing an understanding of the exchange partner's intentions and 
capabilities, thus forming groundwork for building trust amongst exchange partners. The 
‘recency’ and frequency of communications are important variables. The recency (number 
of days/weeks since the last communication) and the frequency (number of communications 
received over a period of time) drive the perceived level of connection to the organisation 
(Gundlach, Achrol and Mentzer, 1995). At the same time, Selnes (1998) confirms that 
communication is not only an important element in its own right, but it also influences levels 
of trust between organisations and consumers.  
In the same context, Sin, et al. (2002) assert that communication, especially timely 
communication, fosters trust by assisting in solving disputes and aligning perceptions and 
expectations. Communications also inform dissatisfied consumers what the organisation is 
doing to rectify the causes of dissatisfaction. When there is effective communication 
between an organisation and its consumers, a better relationship will result and consumers 
will be more satisfied (Sin, et al., 2002). 
More recently, there is a new view of communications as an interactive dialogue between an 
organisation and its consumers, which takes place during the pre-selling, selling, consuming 
and post-consuming stages (Ndubisi, 2006).  
2.2.2.8. Conflict Handling  
Conflict handling is an organisation’s ability to avoid potential conflicts, resolve noticeable 
conflicts before they create problems, and discuss solutions openly when problems arise 
(Gundlach, Achrol and Mentzer, 1995). It is important that companies select their partners 
carefully, share common values, and maintain excellent communication at all times during 
the relationship continuum.  
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Ultimately, the key factors that hold a relationship together are goal compatibility, 
commitment, trust, satisfaction, investments, social and structural bonding, and a favorable 
comparison with alternatives (Wilson and Jantrania, 1994).  
2.2.2.9. Internal Relationship Marketing  
Bruhn (2003) reported that a chain of internal consumer relationships can be put into effect 
by guiding internal relationships, establishing internal consumer orientation, and adapting 
the relationship success chain. Ensuring high service quality level is deemed as a key 
prerequisite for consumer's satisfaction. Therefore, if an organisation manages to guarantee 
internal consumer orientation, an external relationship marketing success chain can be 
indirectly initiated. Bruhn (2003) stated that the following internal consumer orientation 
measures can be applied:  
 empowerment;  
 internal relationship management; and  
 internal communication.  
Internal marketing ensures that the team is operating with the same philosophies across the 
entire organisation and that communication is seamless and, as a result, delivered 
consistently.  
2.2.2.10.  Reciprocity  
Finally, reciprocity is the dimension of a business relationship that causes either party to 
provide favours or make allowances for the other in return for similar favours or allowances 
to be received at a later date (Callaghan, McPhail and Yau, 1995). It covers the bilateral 
contingency, interdependence for mutual benefit and equality of exchanged values aspects 
of social action between two individuals. 
2.2.3. The relationship between relationship marketing and consumer satisfaction 
Satisfaction with the delivered products and services has been suggested and empirically 
documented as affecting the consumers’ decisions to continue a relationship (Ndubisi, 2006; 
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Anderson and Weitz, 1992; Fornell, 1992; Hirschman, 1970). According to Hirschman 
(1970), Richins (1983), and Singh (1988), when consumers are satisfied, the likelihood of 
exit from the relationship and negative word-of-mouth is greatly reduced.  
Lovelock, Patterson, and Walker (1998) listed the virtues of consumer satisfaction:  
 First, satisfaction is inextricably linked to consumer loyalty and relationship 
commitment;  
 Second, highly satisfied consumers spread positive word-of-mouth and in effect become 
a walking, talking advertisement for an organisation whose service has pleased them; 
and  
 Third, highly satisfied consumers may be more forgiving. Someone who has enjoyed 
good service delivery many times in the past is more likely to believe that service failure 
is a deviation from the norm.  
Hence, it may take more than one unsatisfactory incident for strongly loyal consumers to 
change their perceptions and consider switching to an alternative organisation.  
Other studies have shown that delighted consumers are less susceptible to competitive 
offerings. For example, Selnes (1998) found that satisfaction had a direct effect on 
continuity. For the reasons listed, consumer satisfaction has a direct influence on relationship 
marketing.   
2.3. CONSUMER SATISFACTION 
The concept of consumer satisfaction has received much attention within the context of 
relationship marketing (Hennig-Thurau and Klee, 1997). It is every organisation’s duty to 
proactively define and measure consumer satisfaction as it will be inappropriate to 
benchmark the organisation’s success by consumers’ complaints (Hoffman, Czinkota, 
Dickson, Dunne, Griffin, Hutt, Krishnan, Lusch, Ronkainen, Rosenbloom, Sheth, Shimp, 
Siguaw, Simpson, Speh and Urbany, 2005). The state of the organisation’s stability and its 
long term prospects are determined by the extent to which the organisation satisfies the needs 
of its consumers (Fornell, 1992).  
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Consumer satisfaction has been found to be important to an organisation because of its 
influence on the organisation’s profitability (Fornell, 1992). Hoffman, et al. (2005) suggest 
that for organisations to achieve consumer satisfaction they have to effectively manage 
consumer perceptions and expectations. For example, if the perceived service is of better 
quality than the expected service, then consumers are satisfied (as can be seen from the 
Expectancy-Disconfirmation Paradigm (EDP) on page 29). In a competitive business 
environment, for example the retail supermarket industry, consumer satisfaction is regarded 
as a key differentiating element and important factor in the business strategy (Munusamy, 
Chelliah and Mun, 2010).  
2.3.1. Definition of consumer satisfaction  
Oliver (1980 cited in Taylor and Baker, 1994, p.164) defines consumer satisfaction as a 
consumer’s “cognitive and affective reaction to a service incident which results from 
experiencing a service quality encounter and comparing that encounter with what was 
expected.” Kotler and Armstrong (1999, p.546) describe satisfaction as the “extent to which 
an organisation’s perceived performance matches a buyer’s expectations”. This definition is 
supported by Hoffman, et al. (2005, p.329) who assert that consumer satisfaction is a short 
term, transaction specific measure of whether consumers’ perceptions match or exceed their 
expectations. Consumer satisfaction has been defined as the state in which the needs, wants 
and expectations of consumers are met or exceeded leading to repurchase, brand loyalty and 
willingness to recommend, for instance, positive word-of-mouth (Beneke, et al., 2011). 
The above definitions might seem similar to those of service quality but, in reality, the two 
constructs are not similar. This assertion is supported by Cronin and Taylor (1992), who 
suggest that perceived service quality is a form of attitude and long term overall evaluation; 
whereas satisfaction is based on “an overall evaluation that occurs after the transaction has 
been completed” (Fornell, 1992, p.11). For example, the level of perceived service quality 
after buying a car may be based on attitudes towards certain models of cars and might wane 
or increase over time as the car gets older or newer models are released (new models could 
be better or worse). This means that the perception of service quality is a measure of how 
well a service that is received matches up to the expectation that the consumer had prior to 
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receiving the service. Consequently, the level of satisfaction after buying a car is based on 
the moment the transaction has taken place. This, in fact, means that consumer satisfaction 
is the degree to which the consumer is happy with the overall service received from the 
company they are purchasing the car from as well as the car itself. 
2.3.2. Models of consumer satisfaction 
The marketing and consumer behaviour literature has traditionally suggested that consumer 
satisfaction is a relative concept, and is always judged in relation to a standard (Yuksel and 
Yuksel, 2008). Consequently, in the course of its development, a number of different 
competing theories based on various standards have been postulated for explaining consumer 
satisfaction. The theories include the Expectancy-Disconfirmation Paradigm (EDP), the 
Value-percept Theory, the Attribution Theory, the Equity Theory, the Comparison Level 
Theory, the Evaluation Congruity Theory, the Person-Situation-Fit model, the Performance-
Importance model, the Dissonance Theory, and the Contrast Theory (Yuksel and Yuksel, 
2008). 
2.3.2.1. Value-percept Theory 
The Value-percept theory sees consumer satisfaction as a process, often emotional, that is 
triggered by an evaluative process of an item or a service (Parker and Mathews, 2001). In 
this type of process, a consumer is evaluating the item or service by its value to the consumer 
(what a consumer really requires) rather than by expectations. A product or service that 
creates and meets the true value for a consumer (what they truly want or need) is the most 
welcome one (Parker and Mathews, 2001). Parker and Mathews (2001) also discuss the 
importance of emotional and fulfilling types of processes in consumer satisfaction. In 
addition to the previous views on consumer satisfaction, Westbrook and Oliver (1991) argue 
that human emotions and affective processes affect the overall process of consumer 
satisfaction as well.  
2.3.2.2. Attribution Theory 
Attribution theory has been mostly used in dissatisfaction/complaining behaviour models 
than in satisfaction models (Yuksel and Yuksel, 2008). According to this model, consumers 
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are regarded as rational processors of information who seek out reasons to explain why a 
purchase outcome, for example dissatisfaction, has occurred. This model argues that when 
the delivery of a service does not match consumers’ prior expectations or other standards, 
consumers engage in an attributional process in order to make sense of what has occurred 
(Yuksel and Yuksel, 2008). 
More explicitly, this model assumes that consumers tend to look for causes for product 
successes or failures and usually attribute these successes or failures using a three-
dimensional design (Yuksel and Yuksel, 2008), specifically: 
 Locus of Causality (internal or external). This means that the purchase outcome, for 
example, is cause of dissatisfaction and can be attributed either to the consumer (internal) 
or to the marketer or something in the environment or situation (external); 
 Stability (stable/permanent or unstable/temporary). Stable causes are thought not to vary 
over time, while unstable causes are thought to fluctuate and vary over time; and  
 Controllability (volitional/controllable or non-volitional/uncontrollable). Both 
consumers and firms can either have volitional control over an outcome or be under 
certain controllable constraints. 
2.3.2.3. Equity Theory 
According to the Equity theory, satisfaction exists when consumers perceive their 
output/input ratio as being fair (Swan and Oliver, 1989). Equity models are derived from the 
Equity theory (Adams, 1963), and are based on the notion of input-output ratio, which plays 
a key role in satisfaction (Swan and Oliver, 1989). According to this theory, parties to an 
exchange will feel equitably treated (thus, satisfied), if in their minds, the ratio of their 
outcomes to inputs is fair (Yuksel and Yuksel, 2008). Whether a person feels equitably 
treated or not may depend on various factors including the price paid, the benefits received, 
the time and effort expended during the transaction and the experience of previous 
transactions (Yuksel and Yuksel, 2008). 
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2.3.2.4. Comparison Level Theory 
The Comparison Level theory argues that there is more than one basic determinant of 
comparison level for a product. Yuksel and Yuksel (2008) identifies them as:  
 consumers' prior experiences with similar products; 
 situationally produced expectations (those created through advertising and promotional 
efforts); and  
 the experience of other consumers who serve as referent persons. 
Applying the Comparison Level theory to the confirmation/disconfirmation process, Yuksel 
and Yuksel (2008) found that experience based standards or norms play a role as a baseline 
for comparisons in consumer's satisfaction judgments. Consumers may give less weight to 
manufacturer-provided information, when they have personal experience and relevant 
information about other consumer experiences (Yi, 1990). This statement can be further 
proven by Yuksel and Yuksel (2008) whom found that situationally induced expectations 
had little effect on the consumer satisfaction, while expectations based on prior experiences 
were the major determinant of consumer satisfaction.  
2.3.2.5. Evaluation Congruity Theory 
According to Sirgy (1984), Evaluative Congruity theory suggests that satisfaction is a 
function of evaluative congruity, which is a cognitive matching process in which a 
perception is compared to an evoked referent cognition in order to evaluate a stimulus or 
action. The result of this cognitive process is assumed to produce either a motivational or an 
emotional state. Consumer satisfaction/dissatisfaction is regarded as an emotional state 
because it prompts the consumer to evaluate alternative courses of action to reduce an 
existing dissatisfaction state and/or obtain a future satisfaction state (Sirgy, 1984). 
2.3.2.6. Person-Situation-Fit model 
It has been noted that satisfaction can also be explained by the Person-Situation-Fit concept 
(Pearce and Moscardo, 1984). This concept argues that people deliberately seek situations, 
which they feel match their personalities and orientations. The implication of this idea may 
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become particularly appropriate to tourist settings where individuals make a conscious 
choice to visit a specific tourist destination (Reisinger and Turner, 1997). This principle 
states that the optimal fit between tourists and their environment occurs when the attributes 
of their environment are congruent with their beliefs, attitudes, and values (similarly found 
in Value-percept Theory on page 24). When the activities available in the environment fit 
the activities sought and valued by the tourists, the satisfaction occurs. Where values and 
value orientations do not fit, mismatch can lead to feelings of stress, anxiety, uncertainty and 
result in dissatisfaction (Reisinger and Turner, 1997; Pearce and Moscardo, 1984).  
2.3.2.7. Performance-Importance model 
The Performance-Importance model, proposed by Martilla and James (1978), maintains that 
satisfaction is a function of consumer perceptions of performance and the importance of the 
attribute. The importance and performance items can be mapped through a performance-
importance analysis. It does not involve subtraction or any other type of computation. The 
performance-importance analysis seems to provide a clear direction for action, as it is able 
to identify areas where limited sources should be focused. Consequently, practitioners 
lacking sophisticated computer knowledge can use performance-importance mapping. Until 
recently, the importance-importance grid analysis was considered to be an effective 
management tool but it lost favour as more quantitative methods became practical with 
computerisation (Yuksel and Yuksel, 2008). 
2.3.2.8. Dissonance Theory 
Dissonance Theory suggests that a person who expected a high-value product and received 
a low-value product would recognise the disparity and experience cognitive dissonance 
(Yuksel and Yuksel, 2008). That is, the disconfirmed expectations create a state of 
dissonance or a psychological discomfort (Yi, 1990). According to this theory, the existence 
of dissonance produces pressures for its reduction, which could be achieved by adjusting the 
perceived disparity. For instance, if a disparity exists between product expectations and 
product perception, consumers may have a psychological tension and try to reduce it by 
changing their perception of the product (Yi, 1990). Yuksel and Yuksel (2008) argue that 
consumers may raise their evaluations of those products when the cost of that product to the 
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individual is high. For example, suppose that a consumer goes into a restaurant, which she 
or he expects it to be good, and is confronted with an unappetising meal. The consumer, who 
had driven a long distance and paid a high price for the meal, in order to reduce the 
dissonance, might say that the food was not really as bad as it appeared. 
2.3.2.9. Contrast Theory 
The Contrast Theory suggests the opposite of the Dissonance Theory. According to this 
theory, when actual product performance falls short of consumer’s expectations about the 
product, the contrast between the expectation and outcome will cause the consumer to 
exaggerate the disparity (Yi, 1990). In other words, the Contrast Theory would assume that 
“outcomes deviating from expectations will cause the subject to favourably or unfavourably 
react to the disconfirmation experience in that a negative disconfirmation is believed to result 
in a poor product evaluation, whereas positive disconfirmation should cause the product to 
be highly appraised” (Oliver, 1997, p.81). In terms of the above restaurant example, the 
consumer might say that the restaurant was one of the worst he or she had ever been and the 
food was unfit for human consumption. 
2.3.2.10. Expectancy-Disconfirmation Paradigm (EDP) 
 Oliver (1980) proposed the Expectancy-Disconfirmation Paradigm (EDP) (Figure 2.1 on 
page 29) is the most promising theoretical framework for the assessment of consumer 
satisfaction. The model implies that consumers purchase goods and services with pre-
purchase expectations about the anticipated performance. The expectation level then 
becomes a standard against which the product is judged. That is, once the product or service 
has been used, outcomes are compared against expectations. If the outcome matches the 
expectation confirmation occurs (Yuksel and Yuksel, 2008). 
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Figure 2.1: Expectancy-Disconfirmation Paradigm (EDP) 
 
 
 
 
 
 
 
 
 
 
Disconfirmation occurs where there is a difference between expectations and outcomes. A 
consumer is either satisfied or dissatisfied as a result of the positive or negative difference 
between expectations and perceptions. Thus, when service performance is better than what 
the consumer had initially expected, there is a positive disconfirmation between expectations 
and performance which results in satisfaction, while when service performance is as 
expected, there is a confirmation between expectations and perceptions which results in 
satisfaction. In contrast, when service performance is not as good as what the consumer 
expected, there is a negative disconfirmation between expectations and perceptions which 
causes dissatisfaction (Yuksel and Yuksel, 2008). 
The present study seeks to identify the gap between perceptions and expectations therefore 
the EDP theory is most suited. It enables the researcher to comprehend the gap in the context 
of consumer satisfaction or dissatisfaction. 
Performance (p) Expectations (e) 
Comparison 
p > e p = e p < e 
Positive 
Disconfirmation 
Confirmation 
Negative 
Disconfirmation 
Highly Satisfied Satisfaction Dissatisfaction 
Source: Lamb, Hair, McDaniel, Boshoff, Terblanche, Elliott and Klopper, 2012 
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2.3.3. Measurement of consumer satisfaction  
Measurement of consumer satisfaction should be a continuous process that translates what 
consumers want (their needs and expectations) into strategic information that can be used by 
management in decision making (Lamb, et al., 2012). Consumer satisfaction can be 
classified in two forms: transaction specific satisfaction and general overall satisfaction 
(Deng, Lu, Wei and Zhang, 2010). Transaction-specific satisfaction refers to consumers’ 
own evaluation of their experience after a specific service encounter; while the overall 
satisfaction refers to the consumers’ overall assessment of their consumption experience 
over a period of time (Deng, et al., 2010; Munusamy, Chelliah and Mun, 2010). For example, 
in the retail supermarket industry, consumers can be satisfied after completing a single 
transaction in a supermarket and also have an overall satisfaction after they have assessed 
their consumption experience over many transactions within a given period of time.  
Consumer satisfaction can be measured as a single item scale or used as a multiple item scale 
(Sureshchandar, Rajendran and Anantharaman, 2002). Various studies (Rootman, 2006; 
Spreng and Mackoy, 1996; Cronin and Taylor, 1992) have used a single item measure of 
consumer satisfaction to indicate the consumer’s overall satisfaction about the organisation’s 
overall service quality. In contrast, Terblanche and Boshoff (2001) used a five-dimension 
measure of importance in assessing consumers’ satisfaction with an in-store shopping 
experience. The dimensions included merchandise value, personal interaction, merchandise 
variety, internal store environment and complaint handling. Hallowell (1996) used a multi-
item measure of consumer satisfaction which included the service and price indices, and an 
item measuring the overall satisfaction of consumers.  
Sureshchandar, Rajendran and Anantharaman (2002) are of the notion that consumer 
satisfaction is a multi-dimensional scale, which is measured by using similar items used to 
measure service quality. Consequently, consumer satisfaction is measured from the same 
items used to measure service quality. As most successful organisations consider consumer 
satisfaction as their key objective, service quality has to be measured by how well these 
organisations satisfy their consumers (Brink and Berndt, 2008).  
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The following section provides a brief discussion on the relationship between consumer 
satisfaction and perceived service quality.  
2.3.4. The relationship between consumer satisfaction and service quality  
The concepts of service quality and consumer satisfaction have been the centre of attention 
in both marketing theory and practice over the past two decades (Sureshchandar, Rajendran 
and Anantharaman, 2002; Spreng and Mackoy, 1996). In previous studies (Patterson and 
Johnson, 1993; Cronin and Taylor, 1992) on service quality and consumer satisfaction, there 
appears to be an agreement among the researchers that service quality and consumer 
satisfaction are separate variables that have a close relationship. Cronin and Taylor (1992, 
p.56) note that the difference between the perceived service quality and consumer 
satisfaction is based on the notion that “service quality is an attitude associated with a long 
term, overall evaluation”, whereas “consumer satisfaction is associated with both transaction 
and long term relationship”. Cronin and Taylor (1992) found that service quality is an 
antecedent of consumer satisfaction. For example, in the retail supermarket industry, an 
organisation that offers high levels of service quality is likely to have highly satisfied 
consumers 
The research study conducted by Taylor and Baker (1994) in four service industries found 
that there is a positive relationship between service quality and consumer satisfaction. The 
results by Sureshchandar, Rajendran and Anantharaman, (2002) indicate that service quality 
and consumer satisfaction are independent but closely related variables (highly correlated), 
which means that an increase in one will lead to an increase in the other. Sivadas and Barker-
Prewitt (2000) suggest that service quality influences consumer satisfaction within retail 
stores further reinforce the positive relationship of service quality and consumer satisfaction. 
A research study done in the telecommunications industry also found that service quality has 
effects upon consumer satisfaction, as the results of the study revealed a positive relationship 
between the two variables (Ojo, 2010).  
In a study conducted by Hasan, Ilias, Rahman and Razak (2008) in a Malaysian private 
higher education institution, it was clearly noted that there was a significantly positive 
relationship between service quality and student satisfaction. In addition, “by improving 
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service quality, it may potentially improve the students’ satisfaction as well and that is the 
priority of the private higher institutions due to the fact that they have to compete to earn 
interest from the students to study” at the higher education institution (Hasan, et al., 2008, 
p.169). Asaduzzaman, Hossain and Rahman’s (2013) research in Bangladeshi private higher 
education institutions supported the above claim.  
It is fair to note that service quality feeds directly into consumer satisfaction and consumer 
satisfaction originates within relationship marketing. The three are a collective. With the use 
of relationship marketing, organisations can grow and retain profitable loyal and satisfied 
consumers. These loyal, satisfied consumers will spread favourable word-of-mouth and 
attract new consumers to organisations who might not have gotten access to by traditional 
means of marketing, for example, through commercial advertising. 
2.4 CHAPTER SUMMARY 
The chapter starts by defining relationship marketing, goes on to highlight the dimensions 
within relationship marketing and then draws on the connection between relationship 
marketing and consumer satisfaction. This leads to the section on consumer satisfaction, 
where definitions are specified, how it is measured and, lastly, the relationship between 
consumer satisfaction and service quality. Service quality being the core of the study and the 
heart of the next chapter. 
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SERVICE QUALITY 
3.1 INTRODUCTION 
Higher education institutions all over the world are realigning themselves with service 
quality and consumer orientated practices. To increase student intake, higher education 
institutions are now using their excellence in service quality as a competitive advantage to 
increase their share of local and international student segments (Diedericks, 2012). To 
improve service quality and create a competitive advantage within a higher education 
institution, higher education institutions must be more market driven. Higher education 
institutions should tailor their service offerings to cater to student needs. Understanding 
student needs is not easy. Understanding specifically student perceptions of a higher 
education institution’s service quality is also very complex. The complexity lies in students 
having very different insights into how they view a service offering within a higher education 
institution (Naidoo, 2014). 
Literature advocates that higher education institutions can gain a competitive advantage by 
improving the service quality that is offered to students. It therefore becomes increasingly 
important that higher education institutions understand students’ expectations and 
perceptions of service quality at the institution. This chapter highlights the five service 
quality dimensions developed by Parasuraman, Zeithaml and Berry (1988), which may be 
used when measuring service quality at a higher education institution. These service quality 
dimensions will be discussed and related to the investigation of students’ perceptions of 
service quality at a higher education institution in South Africa.  
The concept of service quality has been acknowledged as an important factor of 
competitiveness in the development and maintenance of satisfying relationships with 
consumers (Ojo, 2010). The main strategy of survival and success for contemporary 
organisations in the highly competitive and dynamic environment is to deliver higher levels 
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of service quality (Zeithaml, Berry and Parasuraman, 1996). This has been influenced by the 
rise of informed consumers who have moved from just accepting services without a question 
to demanding higher levels of service quality than before (Mwakihaba, 2014; Zeithaml, 
Berry and Parasuraman, 1996; Parasuraman, Zeithaml and Berry, 1985). For the purposes of 
this research, it is important to provide an in-depth discussion on the concept of service 
quality according to its definition, measurements, determinants, influences, dimensions and 
its importance to an organisation.  
3.2 DEFINITION OF SERVICE QUALITY 
The concept of service quality emerged in the late 1970s and since then it has received 
considerable attention from researchers and practitioners alike (Grönroos, 2000). Over the 
past decade, the concept of service quality has become important for organisations because 
of its strong effect on business performance, consumer satisfaction, consumer loyalty and 
profitability (Seth, Deshmukh and Vrat, 2005).  
Service quality has been described as an “elusive and abstract” concept that is difficult to 
define and measure (Cronin and Taylor, 1992, p.55). Organisations have been urged to view 
service quality the way consumers perceive it to be as this enables them to channel their 
resources on the right quality programmes (Grönroos, 2000). Parasuraman, Zeithaml and 
Berry, (1988, p.15) provide a brief but incorporating definition of service quality whereby 
they define service quality as “a global judgement or attitude relating to the overall 
superiority of the service.” 
One of the first endeavours to measure service quality was based on Grönroos’ (1984) 
service quality paradigm, where he distinguished between technical quality, which refers to 
the outcome of the service delivery, and functional quality, which relates to the subjective 
perception of how the service is delivered. 
According to Rhee and Rha (2009) and Caza (2013), the view since the 1990s has been that 
service quality and consumer satisfaction were identified as a critical strategic imperative in 
order to reinvent the public sector. García and Caro (2010, p.93) suggest that measuring 
service quality has been one of the most frequently studied subjects over the last three 
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decades for two reasons: “(1) the need to develop reliable instruments for the systematic 
evaluation of the performance of organisations from the consumer point of view; and (2) the 
association between perceived service quality and other important organisational outcomes.”  
In recent years, the scope of service quality management has evolved from focusing purely 
on consumer satisfaction into something broader.  This may be as a result of an increasing 
focus on the multiple bottom lines of organisations.  What has become more important now 
is how organisations define their consumers, other stakeholders and interested parties 
(Klefsjö, Bergquist and Garvare, 2008).  
In general, it is accepted that organisations should be more consumer-oriented if they want 
to deliver better service quality to their consumers and at the same time enhance consumer 
satisfaction (Hartline, Maxham III and McKee, 2000).  
Service quality, from the organisation’s perspective, means establishing requirements and 
specifications. Once established, the quality goal is based primarily on satisfying consumers’ 
needs. From the consumers’ perspective, service quality means how well the goods/services 
provided by the organisation meet or exceed consumer expectations (Mc Coll, Callaghan 
and Palmer, 1996). In the context of this research, the organisation would be the higher 
education institution and the primary consumers would be the students attending the 
institution.  
According to Siddiqui and Sharma (2010, p.22), service quality is commonly defined as the 
consumers’ “impression of the comparative inferiority or superiority of a service provider 
and its services”.  It is often considered to be similar to the consumers’ overall view of the 
organisation (Siddiqui and Sharma, 2010).  
Service quality is a concept that has stimulated considerable interest and debate in research 
literature because of the difficulties in both defining and measuring it, with no consensus on 
either (Anwowie, Amoako and Abrefa, 2015). Asubonteng, McCleary and Swan (1996) 
defines service quality as the extent to which a service meets consumers’ needs or 
expectations. Service quality can thus be defined as the difference between consumer 
expectations of service and perceived service. If expectations are greater than performance, 
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then perceived quality is less than satisfactory and, therefore, consumer dissatisfaction 
occurs (Parasuraman, Zeithaml and Berry, 1985).  
Outstanding service quality can give an organisation a competitive advantage that leads to 
superior sales and profit growth (De Jager and Jan, 2015). Similarly, Kotler (1996) pointed 
out that if the perceived service of a given organisation exceeds expected service, consumers 
are likely to use the service provider again or recommend the service provider to others. The 
higher education institution in the current study, as a service provider, is also likely to be 
evaluated on a similar basis. If students at the institution view perceived service as exceeding 
expected service, they would possibly further their studies at the institution or highly 
recommend it to future students contemplating enrolling at the institution. Based on the 
above, students are beginning to behave more like consumers, it’s critical for higher 
education institutions to respond to their demands in order to increase enrolments and 
retention (Collis, 2013). 
3.2.1 Consumer  
In the words of Yang (2011a, p.83) “customers and consumers are the lifeblood of any 
organisation”.  A firm has no revenue, no profit, and no market value without them.  
The difference between a customer and a consumer is a very thin line. Aside from both terms 
being used frequently in the field of business, these words are often used interchangeably, 
which adds to the confusion (Surbhi, 2015). 
A customer suggests a one-time sale - like buying something from a grocery store, restaurant, 
amusement park, etc. However, there can be ‘repeat’ customers. It is usually only focused 
on an economic exchange: the purchase of goods/products for a fixed price (Surbhi, 2015). 
Consumers are usually thought of as the end user - the person who actually uses the product 
or service. So what is the difference between a customer and consumer? For example, a 
mother who purchases diapers from a store is a customer, but her baby (who will use the 
product) is the consumer. The word consumer originates from the word ‘consume’ which 
means ‘to use’ (Surbhi, 2015).  
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The present study focuses on higher education institution consumers, who are the students. 
Students are consumers as they are the end-user of the service yet, are not necessarily the 
ones who pay for the goods or service (for example, a parent, guardian or organisation may 
be funding them).  
3.2.2 Service  
The literature reviewed on services marketing consistently cites several characteristics of 
services, which are distinctive and differ from those of products (Caza, 2013).  Lamb, et al. 
(2012) identify three unique characteristics of services: intangibility, heterogeneity and 
inseparability. While Parasuraman, Zeithaml and Berry (1985) refer to the same 
characteristics, it is notable that they add the notion of perishability to the list of 
characteristics (Caza, 2013).  As cited in Parasuraman, Zeithaml and Berry (1985, p.34) 
several authors have documented these service characteristics, for example, “Berry (1983), 
Grönroos (1984), Lovelock (1980), Lovelock, Patterson and Walker (1998), Uhl and Upah 
(1980), Upah (1980) and Zeithaml (1985)”.  
Table 3.1 below illustrates the service characteristics in further detail.  
Table 3.1: Summary of service characteristics 
Characteristic Summary 
Intangible Services are performed and are not objects that can be seen, felt, tasted 
or touched in the same way as other goods. 
Inseparable Refers to the simultaneous production and consumption that typifies 
most services. Goods are first produced, then sold and used, whilst 
services are first sold, then produced and consumed at the same time.  
The consumer must be present during the production process of most 
services. 
38 
 
Heterogeneous This relates to the potential for high variability in the performance of 
services. The quality and essence of a service can vary from producer 
to producer, from consumer to consumer and from day to day.  This 
can also apply when different employees are in contact with the same 
consumer, thereby raising a problem of consistency of behaviour. The 
performance of people also fluctuates up and down on a daily basis. 
Perishable Services cannot be stored, for example, hotel rooms that are not 
occupied, airplane seats that are not bought and telephone line capacity 
that is not used, cannot be reclaimed later. 
Source: Parasuraman, Zeithaml and Berry, 1985, p.33-34 
Due to the nature of services being intangible and inseparable and consumers having 
heterogeneous needs, some scholars have defined service as a ‘deed’, a ‘performance’ or an 
‘effort’ which indicates the importance of the consumer having an “active involvement in 
the production or completion of the service process itself” (Morgan and Murgatroyd, 1994, 
p.10-11). Later, Parasuraman, Zeithaml and Berry (1991) assert that the service process is 
key to exceeding consumer expectations and categorised consumer service expectations into 
five overall dimensions as follows: reliability, tangibles, responsiveness, assurance and 
empathy.  
Contextualising service within the electricity industry, when a consumer buys electricity, 
they are buying a service with a number of different attributes, such as, electricity supply 
being available on demand for the consumer, whenever it is required (Muhammed and 
Yusuf, 2016). Other dimensions include: reliability of the supply, timely response to 
requests, and accurate billing (Muhammed and Yusuf, 2016; MacColl, 2004).  In this view, 
the attributes of the product together make up the level of service quality that the consumer 
receives.  
Higher education institutions sell services as one of their core offerings. Characteristics of 
their services are described in Table 3.2 on page 39. 
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Table 3.2: Characteristics of services within higher education institutions 
Characteristic Summary 
Intangible Lecturers at higher education institutions impart knowledge to 
students studying towards a degree, and even after this service is 
performed, the students may not fully understand the benefit received 
from the service itself. The only tangible component for the student 
may be the lecture hall and other facilities or equipment they use on 
campus. 
Inseparable An example of this characteristic would be a higher education 
institution enrolling students, lectures commencing and knowledge 
being transferred from lecturer to student at the same time. 
Heterogeneous No two lecturers deliver their modules in the same manner and no two 
students will experience the lecturer or the service delivery (lecture) in 
the same way. 
Perishable In the higher education institution context, once a subject module has 
been presented to a class of students, the service is complete and the 
students cannot return the subject module or service delivered if they 
wish to withdraw from the higher education institution, before 
completing the degree. 
Source: Researcher’s own work 
3.2.3 Quality  
Definitions pertaining to quality vary not only between sectors but between practitioners and 
academics because different people define quality in different ways. For example, as cited 
in Wicks and Roethlein (2009, p.85) some practitioners define quality in terms of “value and 
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degree of excellence in relation to price” or focus more on conformance to specifications 
and defect avoidance (Crosby, 1979). While some academics define quality based on the 
derivation of the word, from the Latin word ‘qualis’ which is defined as “essential character 
or nature…an inherent or distinguishable attribute or property, a character trait” (Merriam-
Webster’s, 2000, cited in Wicks and Roethlein, 2009, p.85).  These differences may partly 
be due to the intangible but also multi-dimensional nature of what quality is (Wicks and 
Roethlein, 2009).   
The final (or external) consumer plays a key role in defining quality, according to 
Mastenbroek (1991).  Thus, when determining the quality standard of a service, the supplier 
must ensure that the service meets the consumers’ needs perfectly.  The consumer makes the 
final decision about the quality of a service (Mastenbroek, 1991).  
In particular, it is vital to underscore that quality in services cannot be manufactured and 
then delivered directly to the consumer as is. “In most services, quality occurs during service 
delivery, usually in an interaction between the consumer and contact personnel of the service 
organisation.  For this reason, service quality is highly dependent on the performance of 
employees, an organisational resource that cannot be controlled to the degree that 
components of tangible goods can be engineered” (Zeithaml, Berry and Parasuraman, 1988, 
p.35).  
Parasuraman, Zeithaml and Berry in Yang (2011b) proposed a model of service quality, 
known as the ‘Gaps Model’ (Figure 3.1 on page 41).  This model describes five potential 
gaps in the provision of a service: Understanding/knowledge Gap, Service Design and 
Standards Gap, Service Delivery/Performance Gap, Communication Gap and the 
Expectation Gap. In summary, this model stated that the existence of these gaps will lead to 
a negative evaluation by consumers of the service quality provided by the organisation.  
Quintessentially, if the gaps are identified promptly and improved upon, there will be an 
increase in service quality (Yang, 2011b, p.529).  
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Figure 3.1: Gaps Model 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Parasuraman, Zeithaml and Berry (1988) and Parasuraman, Zeithaml 
and Berry (1985) 
Gap 1: Consumers’ Expectation versus Management’s Perception (The 
Understanding/ Knowledge Gap)  
This is the difference between actual consumer expectations and management’s idea or 
perception of consumer expectations. The difference between what consumers expect and 
what management perceive as their expectation, is often the result of overlooking the need 
to fully understand consumer’s expectations (Mutua, 2013). In a study conducted by 
Whitford (2016), found that managers who know what their consumers expect avoid 
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service is perceived as excellent and they strive to meet that higher expectation. “The 
managers deliver what consumers want, instead of what they think consumers want. 
However, inadequate upward communication channels and too many management levels 
result in poor communication between management and employees” (Whitford, 2016, p.8). 
“The gap between consumer expectations and management perceptions of those 
expectations will have an impact on the consumer’s evaluation of service quality” (Whitford, 
2016, p.8). 
Gap 2: Management’s Perception of Consumers’ Expectation versus Service Quality 
Specifications (The Service Design & Standards Gap) 
This is a mismatch between management’s expectations of service quality and service 
quality specifications. The awareness of these relationships can assist service managers to 
allocate resources more judiciously and establish more realistic expectations of their 
consumers (Mutua, 2013). Whitford (2016) found that when faced with constraints, such as 
a lack of resources or adverse market conditions, some managers find it difficult to deliver 
a service against a formal standard. The focus groups within the study agreed that the 
difficulties mean that matching or exceeding their consumers’ expectations is hampered. The 
question arises whether management’s perception of their consumer’s expectations is 
realistic in view of available resources. 
“The gap between management perceptions of consumer expectations and the firm’s service 
quality specifications will affect service quality for the consumer’s viewpoint” (Whitford, 
2016, p.8). 
Gap 3: Service Quality Specifications versus Service Delivery (The Service 
Delivery/Performance Gap) 
This gap arises when there is a significant discrepancy between designed service and actual 
delivery of it. The difference between service quality specifications and service delivery 
arises from role ambiguity that causes conflict in an organisation (Mutua, 2013). Whitford 
(2016) observed that although organisations have formal standards and specifications, they 
find it difficult to maintain standardised quality. In the services industry where service 
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delivery and consumption occur simultaneously, the extent of standardised quality is 
difficult to measure (Whitford, 2016). 
“The gap between service quality specifications and actual service delivery will affect 
service quality from the consumer’s standpoint” (Whitford, 2016, p.8). 
Gap 4: Service Delivery versus External Communication (The Communication Gap) 
Inadequate horizontal communication and propensity to over-promise consumers raises their 
expectations sometimes to unrealistic level beyond the organisation’s capacity. When 
promises do not match delivery, the consumer is dissatisfied leading to loss of loyalty in the 
part of the consumer to the organisation (Mutua, 2013). In Whitford’s (2016) study they 
found that promising more in external communications than can be delivered can raise 
expectations but lower perceptions of quality when promises are not fulfilled. Efforts to 
serve the best interests of consumers are often not communicated externally, consumers 
would perceive the delivered service in a more positive way if this was communicated to 
them. “The proposition is: The gap between actual service delivery and external 
communications about the service will affect service quality from the consumer’s 
standpoint” (Whitford, 2016, p.9). 
Gap 5: Consumers’ Expectation versus Perceived Service (The Expectation gap) 
The discrepancy between consumers’ expectation and their perception of the service 
delivered is as a result of the influences exerted from the consumer side and the shortfalls on 
the part of the service provided (Mutua, 2013). Thus, the consumer’s expectations are 
therefore influenced by the extent of personal needs, word of mouth recommendation, past 
service experiences and external communications (Mutua, 2013; Parasuraman, Zeithaml and 
Berry, 1985). According to this model, the SERVQUAL Scale as proposed by Parasuraman, 
Zeithaml and Berry (1988) is used for measuring this gap. In the study by Whitford (2016), 
the judgements of high and low service quality depend on how the consumers perceive the 
actual service performance in the context of what they expected. The focus groups held by 
Whitford (2016) supported the notion that the key to ensuring good quality service is meeting 
or exceeding the service that consumers expect from the service. “One respondent had a 
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cheque refused by the bank a day earlier than it was due. The respondent perceived the 
refusal as unwillingness to help as opposed to inability under the law” (Whitford, 2016, p.9). 
“The proposition is: The quality that a consumer perceives in a service is a function of the 
magnitude and direction of the gap between expected service and perceived service” 
(Whitford, 2016, p.9). 
Quality is not a simple concept to define, as different views and ambiguities have evolved 
and emerged over the past 30 years.  Subsequently, others argue that objective quality may 
not be in existence, as people perceive quality differently, for example, by price, perceived 
quality, consumer expectation, and/or consumer satisfaction (Zultner and Mazur, 2006; 
Parasuraman, Zeithaml and Berry, 1991).  
For instance, with a focus on operations, Pycraft, Singh, Phihlela, Slack, Chambers and 
Johnston (2010) assert that consistent conformance to consumers’ expectations is what 
quality is. With this focus on the consumer’s view, expectations may reflect what the 
consumer believes is likely. From the domain of marketing, Golder, Mitra and Moorman 
(2012, p.2) proclaim that quality is “a set of three distinct states of an offering’s attributes’ 
relative performance generated while producing, experiencing and evaluating the offering.” 
The three stages are:  
a) Quality production process;  
b) Quality experience process; and   
c) Quality evaluation process  
With their expectations, consumers experience and evaluate quality of services during any 
of these phases.  This definition builds on Parasuraman Zeithaml and Berry’s (1985, p.9) 
explanation of “quality not simply being about performance but instead an assessment of its 
performance relative to another reference standard.”  
Theron (2002) posits that a number of factors influence quality.  One of these is the increased 
consumer expectations of the service delivery process itself, where it is observed that 
consumers today expect much more in terms of service delivery than was the case in the 
past. It is noteworthy that in a study by Wicks and Roethlein (2009, p.83), the definition of 
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quality as “the summation of the affective evaluations by each consumer of each attitude 
object that creates consumer satisfaction” was used to understand quality.   
It is clear from the all the definitions and literature examined, that each consumer receiving 
the service in a number of different ways could measure the quality of service provided.  
Furthermore, the consumer’s assessment of the quality of service depends on which aspects 
of the service are most important to the individual consumer.  This is confirmed by Lewis 
and Booms (1983) cited in Parasuraman, Zeithaml and Berry (1985, p.42) who assert that 
“service quality is a measure of how well the service delivered matches consumer 
expectations. 
It is also true that the concept of quality, which is conceptualised in services literature, 
involves perceived quality that is described as the consumer’s judgement of an 
organisation’s overall excellence or superiority (Zeithaml, 1987, cited in Parasuraman, 
Zeithaml and Berry 1988).  
3.3 CONSUMERS’ EXPECTATIONS OF SERVICE QUALITY 
According to Zeithaml and Bitner (2003), consumer expectations are beliefs about service 
delivery that function as standards or reference points against which performance is judged. 
Consumers’ expectations about what constitutes good service vary from one organisation to 
another and vary in relation to differently positioned service providers in the same industry. 
In the context of this study, a service provided by a higher education institution that fails to 
meet the expectations of a student may be considered poor quality by that particular student, 
while another student, who did not have such high expectations, might consider the service 
to be of high quality. It is, therefore, important for an organisation, such as the higher 
education institution in the current study, to strive for a service quality orientation to gain a 
competitive advantage over its competitors. 
According to Parasuraman, Zeithaml and Berry (1988), consumers hold different types of 
expectations, namely: 
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 Desired service- which is the level of service the consumer hopes to receive. In the higher 
education institution context, an example of desired service may be a student expecting 
personal attention from a lecturer during a class; 
 Adequate service- which is the level of service the consumer is willing to accept. An 
example may be a student having to accept assistance from the lecturer after the class 
finishes due to time constraints and the size of the class; and 
 Predicted service- which is the level of service consumers anticipate receiving, which 
directly affects how they define service on that occasion (Lovelock and Wirtz, 2004). If 
a good service is predicted, the adequate level will be higher than if a poor service is 
predicted. An example may be a student predicting a 10-minute wait while other students 
also receive assistance after class, hence, the service received will not fall below their 
adequate service level. 
3.3.1 Zone of tolerance 
The variance between the types of expectations above is the level of tolerance. The extent to 
which consumers are willing to accept this variation is termed the ‘zone of tolerance’ 
(Lovelock and Wirtz, 2004). 
A performance that falls below the adequate service level will cause frustration and 
dissatisfaction, whereas a performance that exceeds the desired service level will please the 
consumer. When service falls outside this range, consumers will either react positively or 
negatively. 
In the context of this study, an example may be students at a higher education institution 
expecting examination results within 3 weeks, which would fall into their zone of tolerance, 
only to receive their results much later, which falls below their adequate service level, 
resulting in frustration and dissatisfaction. 
3.4 CONSUMERS’ PERCEPTIONS OF SERVICE QUALITY 
Quintana (2006) suggests that when it comes to consumers, it is their perceptions of the 
quality of service one offers that determines success. The final measure of service quality is 
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simply how the consumer perceives it. Perceptions are considered relative to expectations. 
Consumers perceive service in terms of the quality of the service they receive and whether 
or not they are satisfied with their experiences (Parasuraman, Zeithaml and Berry, 1988). 
The perceptions that consumers form are vital to a service organisation, as the services they 
offer are intangible and a negative perception may cause consumer dissatisfaction (Perreault 
and McCarthy, 1999). 
Perception becomes an influential factor when comparing consumers’ satisfaction with the 
service that is provided to them. In the context of this study, a possible example could be 
students at a higher education institution developing a negative perception of service quality 
when services rendered by the institution fall below their expectations, thereby creating 
dissatisfaction. 
3.5 DETERMINANTS AND INFLUENCES OF CONSUMER SATISFACTION 
According to Zeithaml and Bitner (2003), consumer satisfaction is influenced by specific 
product or service features and perceptions of quality. Satisfaction is also influenced by 
consumers’ emotional responses, their attributions, and their perceptions of equity. 
3.5.1 Product and service features 
Zeithaml and Bitner (2003) suggest that consumer satisfaction with a service or product is 
influenced significantly by the consumers’ evaluation of product or service features. For a 
service such as a higher education institution, important features to the students may include; 
campus facilities, helpfulness and courtesy of lecturers and administration staff as well as 
the variety of courses on offer. 
3.5.2 Consumer emotions 
Zeithaml and Bitner (2003) state that consumers’ emotions can also affect their perceptions 
of satisfaction with products or services. Specific emotions may also be induced by the 
consumption experience itself. For example, the manner in which a lecturer delivers his or 
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her module to a class of students could possibly influence the student’s overall satisfaction 
with that module. 
3.5.3 Attributions for service success or failure 
Attributions are the perceived causes of events that influence perceptions of satisfaction 
(Zeithaml and Bitner, 2003). When consumers have been surprised by an outcome, they tend 
to look for the reasons, and their assessments of the reasons can influence their satisfaction 
(Zeithaml and Bitner, 2003). For example, students are less likely to be dissatisfied with a 
slow response on examination results if they felt the reason was out of the lecturer’s control, 
or if they felt it was a rare mistake, not likely to occur again. 
3.5.4 Perceptions of equity or fairness 
Zeithaml and Bitner (2003) suggest consumer satisfaction is also influenced by perceptions 
of equity and fairness. The notions of fairness are central to consumer’s perceptions of 
satisfaction with products and services. For example, students at a higher education 
institution may develop feelings of dissatisfaction with service provision if they perceive 
they are not getting good value for money in their respective courses. 
3.5.5 Other consumers, family members, and co-workers 
Zeithaml and Bitner (2003) state that consumer satisfaction is often influenced by other 
people. For example, in the higher education institution context, the satisfaction of students 
is not only influenced by individual perceptions, but is also greatly influenced by the 
experiences, behaviour, and views of other students. 
3.6 SERVICE QUALITY DIMENSIONS 
Service quality can be defined by consumers and occurs when an organisation supplies goods 
or services to a specification that satisfies consumers’ needs (Mc Coll, Callaghan and 
Palmer, 1996). Zeithaml and Bitner (2003) suggest that consumers do not perceive quality 
in a one-dimensional way, but rather judge quality on multiple factors relevant to the context. 
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The research of Parasuraman, Zeithaml and Berry (1988) identified five specific dimensions 
of service quality that apply across a variety of service contexts, including higher education 
institutions. The five dimensions include reliability, responsiveness, assurance, empathy and 
tangibles (illustrated in Figure 3.2 below). These dimensions constitute the SERVQUAL 
model developed by Parasuraman, Zeithaml and Berry in a systematic research program 
carried out between 1983 and 1988 (Parasuraman, Zeithaml and Berry, 1991). 
Figure 3.2: SERVQUAL conceptual model 
 
   
  
  
 
Source: Daniel and Berinyuy, 2010 
SERVQUAL is a key instrument for measuring quality of services in the marketing literature 
(Parasuraman, Zeithaml and Berry, 1991). This instrument has a broad use by managers and 
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According to Parasuraman, Zeithaml and Berry (1988, p.31), “consumers are using the same 
criteria to measure quality, regardless of the type of service”. The meaning of quality as a 
competitive advantage is what differentiates one institution from the competition. A brief 
discussion of the five dimensions follows. 
3.6.1 Reliability 
Zeithaml and Bitner (2003) describe reliability as the ability to perform the promised service 
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Similarly, all service providers need to be aware of consumers’ expectations of reliability 
(Chui, Ahmad, Bassim and Zaimi, 2016). Reliability focuses on the delivery of promised 
services and Banks with high reputation and dependability will always fulfill the promise 
made to a consumer, as well as banks also ensuring a high level of security (Devkota, 2016). 
Examples of reliability in the context of the present research would include students 
receiving services from the higher education institution at the time it was promised to them, 
the higher education institution showing sincere interest in solving students’ problems as 
they arise, performing services to students correctly the first time and insisting on error-free 
records in terms of administration at the institution. 
3.6.2 Responsiveness 
Responsiveness is the willingness to help consumers and to provide prompt service. This 
dimension focuses on attentiveness and promptness in dealing with consumer requests, 
questions, complaints and problems (Zeithaml and Bitner, 2003). 
This dimension is communicated to consumers by the length of time they have to wait for 
assistance or attention to their problems. Responsiveness captures the notion of flexibility 
and ability to customise the service to the consumers’ needs. It is important that the service 
organisation examines the process of service delivery from the consumer’s point of view, 
rather than the company’s point of view (Chui, et al., 2016). Many banks try to customise 
their services depending upon the type of consumer they have, as well as try to personalise 
their services, which helps to enhance consumer satisfaction (Devkota, 2016). 
For example, higher education institution students’ standard for prompt service delivery may 
differ significantly from management’s standards at the institution. Examples of 
responsiveness in the context of this study would include higher education institution 
employees telling students exactly when services will be performed, higher education 
institution employees giving prompt service to students as well as being willing to help 
students when required to do so. 
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3.6.3 Assurance 
Assurance is defined as employees’ knowledge and courtesy and the ability of the service 
organisation to inspire trust and confidence (Zeithaml and Bitner, 2003). This dimension is 
important for services which the consumers perceive as involving high risk, or about which 
they feel uncertain about their ability to evaluate the outcomes, such as medical and legal 
services (Chui, et al., 2016). Similarly, a consumer wants assurance from their bank. So, 
bank staff must explain each and every product and services to a consumer in detail so that 
the consumer will feel comfortable with their banking services (Devkota, 2016). Trust and 
confidence may be embodied in the person that links the consumer to the company, for 
example, in the higher education institution context; this could be the lecturer who links the 
student to the campus. Other examples of assurance in the context of this research would 
include the behaviour of employees at a higher education institution instilling confidence in 
the students, students feeling safe in their transactions with the institution, employees of the 
higher education institution being courteous with students as well as higher education 
institution employees having the knowledge to answer students’ questions. 
3.6.4 Empathy 
Zeithaml and Bitner (2003) define empathy as the caring, individualised attention a firm 
provides its consumers. The essence of empathy conveys the message that consumers are 
unique and special (Chui, et al., 2016). To assure empathy in the banking industry, a bank 
employee should treat each and every consumer individually because each and every 
consumer is unique (Devkota, 2016). 
Examples of empathy in the higher education institution context would include the 
institution giving student’s personal attention and understanding the specific needs of their 
students. 
3.6.5 Tangibles 
Zeithaml and Bitner (2003) define tangibles as the appearance of physical facilities, 
equipment, personnel, and communication material. Tangibles provide physical 
representations of the service that consumers use to evaluate quality. Although tangibles are 
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often used by service companies to enhance their image, provide continuity and signal 
quality to consumers, most service companies combine tangibles with another dimension to 
create a service quality strategy (Chui, et al., 2016). In a study by Devkota (2016), tangible 
related factors in the banking sector relate to adequate staff providing services, advance and 
useable equipment and easy physical layout. So these factors should be properly maintained 
in the banks because these factors help to increase consumer satisfaction. In the higher 
education institution context, for example, tangibles would refer to lecture equipment 
(laptops, PCs, etc.), lecture venues and computer labs.  Responsiveness and tangibles could 
be combined when looking at it in the perspective of delivering efficient service in clean, 
well equipped lecture facilities.  
3.7 IMPORTANCE OF SERVICE QUALITY IN THE CONTEXT OF HIGHER 
EDUCATION 
Educational services are intangible and it is produced by the service provider 
(teacher/lecturer) and consumed by users (students) at the same time. Service quality in 
higher education institutions cannot be objectively measured, but it is a complex and diverse 
concept that should be explored (Goran, 2014; Hameed and Amjad, 2011). 
The last decade was characterised by increasing of competition among higher education 
institutions. High quality service is an essential prerequisite for competitiveness and survival 
in the market of higher education (Goran, 2014). According to Goran (2014), the biggest 
challenge for higher education institutions is which level of quality they must achieve in 
order to remain competitive in the market. To successfully overcome the aforementioned 
challenges higher education institutions are required to identify students' needs and 
understand the formation of student perceptions of service quality. Students' expectations 
significantly affect the assessment of service quality, and students' satisfaction (Goran, 
2014). For the admission to higher education institutions, students' expectations are largely 
based on their past experiences of high school and the positive experience of students who 
attend or have attended a course within a higher education institution. 
Besides taking care about the quality of services, higher education institutions are becoming 
more aware of the importance of student satisfaction since students' satisfaction has a 
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positive influence  on  their  decision  to  continue  their  education  at  that  institution.  
Students' satisfaction influences on “student motivation, their attendance and increase of 
revenue of the higher educational institution” (Vranešević, Mandić and Horvat, 2006, p.14). 
Because of all the foregoing, higher education institutions are under pressure from 
government and society to achieve better relationship between the provided services and the 
financial compensation they receive and to make an effort to ensure a higher quality of 
education that will meet individual and social needs of students. 
One of the major issues, which occurs in institutions of higher education, is the issue of 
quality assurance (Goran, 2014). Institutions of higher education are required to ensure 
quality at institutional, national and international level. It is extremely important to develop 
common criteria and methodology for quality assurance. 
“Quality assurance refers to the means or processes by which institutions guarantees that the 
standards and quality of education is provided, maintained and upgraded” (Trivun, Vranić 
and Kenjić, 2009, p.329). The concept of Quality Assurance (QA) is used externally and 
internally as a means to measure the level of quality at a higher education institution (Trivun, 
Vranić and Kenjić, 2009). Quality management uses service quality as a measure that can 
be taken at the level of systems or institutions, to ensure the quality of higher education, with 
an emphasis on quality improvement as a whole. 
Each individual institution is responsible for implementation of the principle of institutional 
autonomy, as well as the quality assurance of higher education, which is a good prerequisite 
for real accountability of the academic system within the individual countries (Goran, 2014; 
Trivun, Vranić and Kenjić, 2009). According to Goran (2014), to ensure the service quality 
of higher education, it is necessary to carry out the evaluation and assessment of educational 
institutions as a whole. Measuring can be: 
 External - carried out by an independent expert body, expert committee or team, and is 
based on formal criteria to be set by the government or ministry, or experts and 
 Internal - carried out by the institution itself; also called a self-evaluation. 
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The present research looks to help the higher education institution utilise internal means of 
measuring by showing them that the SERVQUAL tool can be used to increase service 
quality within the institution.  
Service quality is one of the driving factors for sustainability and organisational 
achievements in any organisation or institution. Service quality represents the comparison 
between consumer’s expectations and the consumer’s perception of the delivered service. 
Consumers request services at the service interface, where the service encounter (also known 
as the moment of truth) is realised by the consumer after the service is provided and delivered 
or consumed at the same time by the consumer. In order to meet consumer needs and for the 
company to remain competitive their main focus is on quality. Satisfying and meeting 
consumer needs is crucial for organisations to survive nowadays. As an outcome of using 
quality practices companies tend to identify problems quickly and improve their operational 
processes. 
The marketing department within any organisation should always be well informed about 
their consumer’s perceptions of service quality. This is especially important as poor service 
quality places a firm at a competitive disadvantage and results in driving away dissatisfied 
consumers that once formed part of the firm’s market segment and contributed to its overall 
market share within that industry (Yin, 2010). The idea, therefore, is to develop marketing 
programmes around the concept of quality within a firm’s service offerings.  
Higher education institutions in South Africa can also adopt similar approaches. Attempts to 
improve the quality of service can be achieved within a higher education institution structure 
if staff are motivated, educated and trained to deliver quality services. For a South African 
higher education institution to market itself, it first needs to tap into issues of service quality 
and how they impact on its students’ levels of consumer satisfaction. 
Higher education institutions are facing pressure to improve value in its activities and the 
present view for enhancing educational value is to spend effort on continuous improvement, 
to focus on stakeholder interests and to increase student satisfaction (Grocholewski, 2014). 
Student satisfaction is often used to assess educational quality, where the ability to address 
strategic needs is of prime importance (Anwowie, Amoako and Abrefa, 2015). Similarly, 
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quality in education can be determined by the extent to which students’ needs and 
expectations can be satisfied. 
3.8 CHAPTER SUMMARY 
Chapter Three begins with an introduction into service quality. Definitions by a number of 
authors are presented, with a look into what a consumer is versus what a customer is. 
Following on, a description about consumers’ expectations of service quality is mentioned 
as well as consumer perceptions of service quality. Thereafter, the determinants and 
influences of consumer satisfaction is listed and briefly explained. Then, the researcher goes 
on to list and describe the various service quality dimensions.  
The chapter highlighted that it has become increasingly important for higher education 
institutions to understand students’ expectations and perceptions of service quality.  A 
discussion on the Gaps Model of service quality developed by Parasuraman, Zeithaml and 
Berry (1988) was outlined, and suggested how it can be applied to measure service quality 
in a service organisation, such as a higher education institution. Gap 5, the difference 
between consumers’ expectation and perception of service quality was highlighted as the 
most important gap to close in attempting to improve service quality within an organisation. 
It was emphasised that Gap 5 forms the basis of the study, investigating students’ perceptions 
of service quality. 
Chapter Four focuses of the research methodology followed in this study. 
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RESEARCH METHODOLOGY 
4.1 INTRODUCTION 
Research methodology is a term used to describe the science of how research is done 
scientifically. It is a way to systematically and logically solve the research problem, helps 
researchers and readers to understand the process not just the product of research, and 
analyses methods in addition to the information obtained by them (Sekaran, 2001). 
Firstly, the purpose, aim and objectives of this research is stated, followed by the research 
hypotheses. The research design, which is the plan and structure of the empirical study to 
obtain solutions to research objectives, is discussed. Thereafter, an overview of positivist 
and phenomenological paradigms is provided, with a detailed discussion on the positivistic 
paradigm relevant to this study. An overview of the methods that were used to collect and 
analyse the data is discussed. Finally, ethical considerations that were applied during the 
whole research process and the chapter summary is outlined.  
4.2 RESEARCH PARADIGM 
A paradigm is defined as a “world view underlying the theories and methodology of a 
particular scientific subject” (Aerts, Broekaert and D'Hooghe, 2010, p.233). A research 
paradigm as a philosophical approach that guides a researcher on how to conduct a scientific 
research based on the assumptions and beliefs that people ascribe to the world and the nature 
of knowledge (Collis and Hussey, 2009). A phenomenological paradigm assumes that social 
reality is in the perceptions of people, subjective and numerous (Collis and Hussey, 2009). 
This research paradigm searches for the real meaning of the experience associated with the 
problem (Han, 2006). The phenomenological paradigm tends to be associated with small 
samples, generation of theories, producing of rich subjective qualitative data and results that 
are low in reliability but high in validity (Collis and Hussey, 2009).  
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In contrast, a positivistic paradigm assumes that social reality is independent and the 
objective is to test theory through empirical research (observation and experiment). A 
positivistic paradigm, as compared with the phenomenological approach, uses large samples, 
is more concerned with testing of hypotheses and is related to quantitative methods of 
analysis as it assumes that social phenomena can be measured (Collis and Hussey, 2009). 
The differences between the phenomenological and positivistic research paradigms are 
summarised in Table 4.1 below. 
Table 4.1: Distinguishing characteristics of Positivistic and Phenomenological paradigms 
Questions Positivistic (quantitative) Phenomenological (qualitative) 
What was the 
purpose of the 
research? 
 To explain and predict 
 To confirm and validate 
 To test theory 
 To describe and explain 
 To explore and interpret 
 To build theory 
What was the nature 
of the research 
process? 
 Focused 
 Known variables 
 Established guidelines 
 Predetermined methods 
 Somewhat context- free 
 Detached view 
 Holistic 
 Unknown variables 
 Flexible guidelines 
 Emergent methods 
 Context- bound 
 Personal view 
What was the nature 
of the data and how 
was it collected? 
 Numeric 
 Representative, large 
sample 
 Standardized instruments 
 Textual and/or image based 
data 
 Informative, small sample 
 Loosely structured or 
non-standardized 
observations and 
interviews 
How was the data 
analysed to 
 Statistical analysis 
 Stress on objectivity 
 Deductive reasoning 
 Search for themes and 
categories 
 Acknowledgement that 
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determine its 
meaning? 
analysis is subjective and 
potentially biased 
 Inductive reasoning 
How were the 
findings 
communicated? 
 Numbers 
 Statistics, aggregated 
data 
 Formal voice, scientific 
style 
 Words 
 Narratives, individual 
quotes 
 Personal voice, literary 
style 
Source: Leedy and Ormrod (2005) as cited in Ndhlovu (2013) 
In accordance with Table 4.1 on page 57, the positivistic paradigm was found to be more 
appropriate for the quantitative nature of this research. The distinguishing characteristics of 
the positivistic paradigm used in this study are explained in terms of the following questions: 
What is the purpose of the research?  
The purpose of this study was to explain, predict, confirm, validate and test the theory of 
whether or not there is a significant difference between students’ expectations and 
perceptions in terms of service quality. 
What is the nature of the research process?  
The nature of this research process was focused on a known variable, namely service quality 
and the research methods were predetermined (refer to 4.7.1 on page 62). In addition, the 
researcher had a detached view in the whole research process.  
What is the nature of the data and how will it be collected?  
The research instrument used to collect quantitative data in this study was a standardised 
research instrument adapted from a previous research study conducted by Arpin (2007) 
(refer to 4.7.1 on page 62). The research instrument has structured statements measured on 
a five-point Likert scale. 
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How will the data be analysed to determine its meaning?  
Descriptive and inferential statistics were used to analyse the data in this research study as 
further discussed in section 4.7.4 on page 71.  
How will the findings be communicated?  
The findings of this research study, as presented in Chapter Five (on page 77) were 
communicated through quantitative methods which were illustrated in bar graphs, tables and 
boxplots. 
Within the context of the positivistic research paradigm, both primary and secondary data 
was collected.  
Primary data is the data gathered from the original source through own experiments, surveys, 
interviews or focus groups (Collis and Hussey, 2009). The data is raw and is without 
interpretation that represents an official perspective or opinion by research participants 
(Cooper and Schindler, 2006). In this study, primary data was collected from students at a 
higher education institution by means of a questionnaire.  
Secondary data provides the basis for interpreting primary data (Cooper and Schindler, 
2006). Secondary data is the data gathered from the existing sources such as publications, 
databases or internal records (Collis and Hussey, 2009). Secondary sources related to the 
subject disciplines of relationship marketing, consumer satisfaction and service quality will 
be consulted. The literature from secondary sources were used to provide the literature 
overview and the development of the research instrument so as to give effect to the research 
objectives and testing of hypotheses.  
4.3 RESEARCH PROBLEM 
The research literature outlines that the current climate in tertiary education states that 
students are becoming more conscious of the gaps between their expectations of service 
quality and the reality of that service. Not only does this service gap present a quality 
satisfaction challenge for higher education institutions, it is also likely to contribute to 
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student withdrawal, student unrest and decrease the institutions competitive advantage. 
Management, academics and support staff need information to help them monitor and 
improve their services offered to students in their departments which leads to the satisfaction 
of the faculty and, in whole, contributes to the success of the higher education institution. 
4.4 RESEARCH AIM 
To determine whether a gap exists between students’ expectations and perceptions of service 
quality at a South African higher education institution and to make recommendations on how 
to improve the overall service quality. 
4.5 RESEARCH OBJECTIVES 
Research objectives are defined in terms of the necessary information that is desired to 
provide a solution to the research problem. In simple terms, they are a “restatement of what 
the researchers need to know so as to make a research decision” (McDaniel and Gates, 1996, 
pp.40-41). Objectives are formulated into testable statements called hypotheses, which can 
be defined as a “logically conjectured relationship between two or more variables expressed 
in the form of testable statements” (Sekaran, 1992, p.79).  
The following objectives were taken into consideration when exploring the above research 
problem: 
Objective 1: To ascertain students’ service quality expectations at a higher education 
institution.  
Objective 2: To ascertain students’ service quality perceptions at a higher education 
institution. 
Objective 3: To ascertain the gap in students’ service quality expectations and perceptions 
at a higher education institution. 
Objective 4: To determine whether there is a significant difference in expected service 
quality between students of different faculties at a higher education institution in terms of 
the dimensions of service quality. 
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Objective 5: To determine whether there is a significant difference in perceived service 
quality between students of different faculties at a higher education institution in terms of 
the dimensions of service quality. 
Objective 6: To determine whether there is a significant difference in the gap between 
expected and perceived service quality for students from different faculties at a higher 
education institution in terms of the dimensions of service quality. 
4.6 RESEARCH HYPOTHESES 
Based on objective 4, 5 and 6 research objectives above, the following hypotheses are stated 
for this study, namely:  
Hypothesis 1: 
H0
1:  There is no significant difference in the expectations of service quality of students from 
different faculties at a higher education institution in terms of the dimensions of service 
quality (namely, reliability, responsiveness, assurance, empathy) 
HA
1 There is a significant difference in the expectations of service quality of students from 
different faculties at a higher education institution in terms of the dimensions of service 
quality (namely, reliability, responsiveness, assurance, empathy) 
Hypothesis 2: 
H0
2:  There is no significant difference in the perceptions of service quality of students from 
different faculties at a higher education institution in terms of the dimensions of service 
quality (namely, reliability, responsiveness, assurance, empathy) 
HA
2 There is a significant difference in the perceptions of service quality of students from 
different faculties at a higher education institution in terms of the dimensions of service 
quality (namely, reliability, responsiveness, assurance, empathy) 
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Hypothesis 3: 
H0
3:  There is no significant difference between expected and perceived service quality of 
students from different faculties at a higher education institution in terms of the 
dimensions of service quality (namely, reliability, responsiveness, assurance, 
empathy) 
HA
3 There is a significant difference between expected and perceived service quality of 
students from different faculties at a higher education institution in terms of the 
dimensions of service quality (namely, reliability, responsiveness, assurance, 
empathy) 
4.7 RESEARCH DESIGN 
The research design is defined as the “plan and structure of investigation so conceived as to 
obtain answers to research questions” (Cooper and Schindler, 2006, p.138). It constitutes the 
planning procedures of collection, measurement, and analysis of data (Cooper and Schindler, 
2006). Research design starts with the determination of the research paradigm, a framework 
that guides how research should be conducted (Collis and Hussey, 2009).  
All research is based on a paradigm and there are two main paradigms of research that have 
been identified, namely the positivist and phenomenological research paradigms. 
In the following sections, the research paradigm, population and sample size, data gathering 
process, data analysis, reliability and validity and the research ethics that were utilised in 
this study will be discussed.  
4.7.1 Data gathering process   
Research method is defined as a ‘simple technique’ of gathering data (Bryman and Bell, 
2007). There are various research methods that are used in the field of research such as 
surveys, observations, experimentations, and document analysis (Zikmund, Babin, Carr and 
Griffin, 2010; Bryman and Bell, 2007). For the purpose of this study a survey method using 
a self-administered questionnaire (refer to Appendix B: Service Quality Questionnaire on 
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page 149) will be utilised to gather students’ expectations and perceptions on service quality. 
Questionnaires provide fast, less expensive, efficient and accurate ways of assessing data of 
a particular population (Zikmund, et al., 2010) and may be used to generalise the outcome 
to a population (Collis and Hussey, 2009). 
A self-administered questionnaire involves respondents taking responsibility for reading and 
completing the questionnaire (Zikmund, et al., 2010). A questionnaire could consist of open 
ended or closed ended questions. Open ended questions gives respondents the freedom to 
answer the questions in any way they choose, while close ended questions require the 
respondents to make choices from a set of alternatives provided (Sekaran, 1992). The present 
research utilised an instrument with close-ended questions. 
The questionnaire version utilised in this research was adopted from the study conducted by 
Arpin (2007) at the Durban University of Technology and consists of the standard 22 
SERVQUAL closed ended questions questionnaire, developed by Parasuraman, Zeithaml 
and Berry (1985) for both the expectations and perception sections. Table 4.2 below 
highlights the structure of variables within the questionnaire used within the present study. 
Table 4.2: Structure of variables within questionnaire 
Dimension Statements Pertaining to the Dimension 
Tangibles Statements 1-4 
Reliability Statements 5-9 
Responsiveness Statements 10-13 
Assurance Statements 14-17 
Empathy Statements 18-22 
Source: Arpin (2007) 
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Donlagic and Fazlic (2015), stated that using a 5-point Likert scale is appropriate for 
assessment of service quality in higher education using the SERVQUAL model. In the 
service expectations section, respondents will be asked to indicate, on a five-point Likert 
scale (1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree and 5 = strongly agree), the 
extent to which they believe an ideal university possesses the characteristics described in the 
statements. The perceptions section requires respondents to indicate the extent to which the 
institution they are presently attending possesses the characteristics described in the 
statements. 
Brown, Churchill and Peter (1992) tested the SERVQUAL instrument and showed strong 
reliabilities for both the expectation (0.94) and perception (0.96) component of the 
questionnaire using the Cronbach Alpha coefficient, suggesting high levels of reliability and 
internal consistency of the complete instrument. 
Noel (2011) tested the instrument for reliability at the Durban University of Technology. 
The Cronbach Alpha coefficient was 0.916 for the items relating to expectations. Similarly, 
the Cronbach Alpha coefficient was 0.901 for items relating to perceptions. These scores 
indicate a high degree of internal consistency. 
To ensure validity and reliability of the measuring instrument adopted, the researcher used 
the pre-existing SERVQUAL instrument mentioned above which was shown to be valid and 
reliable by the Cronbach Alpha coefficient tests conducted. However, through analysis, the 
Cronbach Alpha coefficient was run and the instrument was found to be reliable. The results 
were presented by means of Table 5.4 on page 86. 
4.7.2 Population and sample size          
Cooper and Schindler (2006) assert a research population is generally a large collection of 
individuals or objects that are the main focus of scientific research. It is for the benefit of the 
population that research studies are done. However, due to the large sizes of populations, 
studies often cannot test every individual in the specified population because it is too 
expensive and time-consuming. For these reasons, researchers rely on sampling techniques. 
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All individuals or objects within a defined population usually have common, binding 
characteristics or traits (Cooper and Schindler, 2006). 
A sample is “a portion or part of a target population which is selected to represent the 
population” (Cooper and Schindler, 2006, p.72). As stated above, there are various reasons 
why researchers use sampling and these include lower cost, greater accuracy of results, 
greater speed of data collection, and availability of population elements (Cooper and 
Schindler, 2006). 
Based on the arguments of Gallifa and Batallé (2010, p.161), it can be accepted that, 
“students’ acquaintance levels with a higher education institution will extend over time”. In 
fact, these authors believe students who are in their final year of study have an accurate 
perception of the institution and, at this time, also have some critical viewpoints on aspects 
such as academic and support staff, the institutions infrastructure as well as learning facilities 
(Gallifa and Batallé, 2010). In this respect, the population in the present study comprised of 
final-year-undergraduate students. 
The participants in the present study attended Rhodes University in Grahamstown, Eastern 
Cape. Universities are a classification under higher education institutions and henceforth, 
Rhodes University will be referred to as the ‘higher education institution under study’. 
The higher education institution under study is comprised of six faculties: Commerce, 
Education, Humanities, Law, Pharmacy, and Science. For this study, participants from the 
Commerce, Humanities, Pharmacy, and the Science faculty were selected. The faculty of 
Education and Law were not included because the individuals registered in those faculties 
are post-graduate students.  
Table 4.3 on page 66 displays the number of students in each faculty. The table also presents 
the total number of final-year-undergraduate students in the population of the research which 
is 1642 students. 
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Table 4.3: Final-year-undergraduate students in each faculty 
Faculty Total number of students 
Commerce 391 
Humanities  738 
Pharmacy  137 
Science 376 
Total 1642 
Source: Adapted from Registration Bean Counts (2017) 
In quantitative research, large samples are a better representation of the population and 
enable the researcher to make more accurate conclusions than a small sample (Collis and 
Hussey, 2009).  
Given a particular population, the sample size should, as a rule of thumb, be equivalent to 
the number of statements in the questionnaire multiplied by five (Roos, 2008). The 
questionnaire utilised in this study, was comprised of 44 (22 x 2) items. In the present study, 
to be able to generalise the results, a sample of at least 220 (44 x 5) research participants was 
required.  
After administering the survey, a total of 250 respondents had participated in answering the 
questionnaire. 
4.7.3 Sampling method 
Sampling methods can be categorised into two, namely probability and non-probability 
samples (Cooper and Schindler, 2006).  
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Probability sampling is described as a sampling method where every object in the population 
has a “known, non-zero probability of selection” (Zikmund, et al., 2010, p.395). On the other 
hand, non-probability sampling is a sampling method that includes “the selection of specific 
objects from the population in a non-random manner” (McDaniel and Gates, 1996, p.456). 
In non-probability sampling the selection of a sample is based on personal judgement and 
convenience (Zikmund, et al., 2010).  
The most appropriate sampling method was probability sampling. Probability sampling uses 
less reliance over the human judgement which makes the overall process free from bias. 
Within the present study, every final-year-undergraduate student in the Commerce, 
Humanities, Pharmacy, and the Science faculty will have an equal chance to be selected. 
Probability sampling methods include: 
 Simple random sampling is a completely random method of selecting subjects (Ndhlovu, 
2013). These can include assigning numbers to all subjects and then using a random 
number generator to choose random numbers. Classic ball and urn experiments are 
another example of this process (assuming the balls are sufficiently mixed). The 
members whose numbers are chosen are included in the sample. 
 Stratified Random Sampling involves splitting subjects into mutually exclusive groups 
and then using simple random sampling to choose members from groups (Ndhlovu, 
2013). 
 Systematic Sampling means that you choose every “nth” participant from a complete list 
(Ndhlovu, 2013). For example, you could choose every 10th person listed. 
 Cluster Random Sampling is a way to randomly select participants from a list that is too 
large for simple random sampling (Ndhlovu, 2013). For example, if you wanted to 
choose 1000 participants from the entire population of South Africa, it is likely 
impossible to get a complete list of everyone. Instead, the researcher randomly selects 
areas (i.e. cities or provinces) and randomly selects from within those boundaries. 
 Multi-Stage Random sampling uses a combination of techniques (Ndhlovu, 2013). 
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Originally, the present study was going to adopt stratified random sampling because 
stratified random sampling reduces selection bias and stratifying the entire population before 
applying random sampling helps ensure a sample that accurately reflects the population 
being studied in terms of the criteria used for stratification. In this case, the higher education 
institution.  
Before the ethical clearance documentation was submitted to the ethics committee, the 
researcher enquired about a list of final-year-undergraduate student’s ‘student numbers’ or 
distribution lists from the Registrars’ office of the higher education institution and was given 
verbal confirmation of obtaining such a list. The ethical clearance went ahead and was 
approved. When the researcher went to obtain the list, the researcher was then denied access 
from the Academic Administration office even though the Registrar gave written access to 
such lists. 
It was at this point that the researcher was required to change their sampling method from 
probability sampling to non-probability sampling. Convenience sampling was subsequently 
adopted and the Registrar then communicated with the IT division of the higher education 
institution under study to email the questionnaire to all final-year-undergraduate students. 
This meant that the criteria for probability sampling, specifically stratified random sampling, 
could not be met. 
Convenience sampling is a specific type of non-probability sampling method that relies on 
data collection from population members who are conveniently available to participate in 
study (Etikan, Musa and Alkassim, 2015). Convenience sampling is a type of sampling 
where the first available primary data source will be used for the research without additional 
requirements (Etikan, Musa and Alkassim, 2015). In other words, this sampling method 
involves getting participants wherever you can find them and typically wherever is 
convenient. In convenience sampling no inclusion criteria identified prior to the selection of 
subjects.  All subjects within the population are invited to participate. 
The present study’s population all had a chance to participate in the research but the 
researcher had no bearing on whom participated, if they wanted to participate or on the 
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determination of participants within each faculty. In essence, every participant responded 
out of convenience. 
Electronic questionnaire were still utilised as the IT unit emailed the questionnaire to all 
registered final-year-undergraduate students.  
Electronic questionnaires have minimal costs attached to them due to lower overheads such 
as printing. Additionally, they offer the highest level of convenience for the respondents 
because they can answer the questionnaire at their own pace, chosen time, and preferences 
(Sincero, 2012).  
There are three limitations of using electronic questionnaires. The first two are that the 
researcher is not available to answer questions and there is an inability to reach challenging 
populations (Sincero, 2012). However, in the present study, the respondents could have 
emailed the researcher at any point of the questionnaire to ask questions. Furthermore, all 
students at the higher education institution under study is permitted to have access to email 
upon registration at the institution therefore all registered final-year-undergraduate students 
received the mail. Thirdly, the general response rate within research utilising electronic 
questionnaires are very low (Remenyi, 2012). Shepherd (2012) stated the reason being that 
electronic questionnaires have an email open rate (rate of participants who open the link to 
the questionnaire) of 15-20%. Although, 15-20% is considered ‘good’ for online surveys 
Shepherd (2012). To increase the response rate in the present study, the researcher utilised 
the higher education institution under study’s IT division to circulate the survey which added 
to the legitimate request to participate. 
In the beginning, this form of communication was the most appropriate as it gives each 
participant in each faculty a fair chance of being chosen and makes sure that the selected 
participants are relevant to the study (only final-year-undergraduate students rather than 
including students of post-graduate level registered for a third-year subject). Nonetheless, 
even with convenience sampling, it was appropriate as the whole population had the chance 
to take part rather than only the percentage of the population the researcher could reach 
themselves.  
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The purpose of the study, as provided in the cover letter section (Refer to Appendix A: 
Invitation to participate on page 148), was provided at the start of the questionnaire, and a 
consent (Refer to Appendix A: Invitation to participate on page 148) was asked for by each 
participant to agree to before starting the questionnaire. Throughout the administering of the 
questionnaire phase, clarity and assistance was available by the researcher. Participants 
could email the researcher at any point on the survey.  
The questionnaire consists of the four following sections:  
 Individual Section: Cover letter and consent 
 Section A: Demographic variables 
 Section B: Expectations of Service quality at an excellent higher education institution 
 Section C: Perceptions of Service quality at the students’ current higher education 
institution 
 
Firstly, the Individual Section required respondents to read through a covering letter and 
give consent to a list of participation rules before starting with the questionnaire. 
In Section A, the respondents were permitted to indicate their gender, age, race, nationality, 
and which faculty they belong to. 
Within Section B, students had to show the extent to which they believe an excellent higher 
education institution would deliver excellent quality of service. They had to think about a 
higher education institution with which they would be pleased to do business. The 
respondents were requested to indicate to what extent they agreed or disagreed with each of 
the 22 statements (1- strongly disagree and 5-strong agree) according to the five-point Likert 
scale. 
Lastly, in Section C, students were required to show the extent to which they believe the 
higher education institution they are currently attending has the feature described by the each 
statement. Once again, indicating a 1 meant they strongly disagreed that their higher 
education institution had that feature, and specifying a 5 meant that they strongly agreed it 
did.  
71 
 
4.7.4 Data analysis 
Data analysis is a process of understanding the data that has been collected by editing and 
reducing it into a meaningful size, developing summaries, searching for patterns and 
applying appropriate statistical methods (Zikmund, et al., 2010; Cooper and Schindler, 
2006). The responses of each respondent was captured automatically by Google Forms into 
a spreadsheet. The researcher converted the data into statistically readable data by coding 
the data. Afterwards, the data was exported into the R statistics program where it was 
cleaned, processed and results generated. The analysis and interpretation of data is presented 
using descriptive and inferential statistics in Chapter Five on page 77.  
Descriptive statistics  
The gathered data was firstly analysed using descriptive statistics. Descriptive statistics are 
used to summarise and describe data in a simple and understandable manner (Zikmund, et 
al., 2010). Sekaran (1992) suggests that descriptive statistics are important in identifying the 
frequency of a certain phenomenon occurring, calculation of average scores of a particular 
group (mean) and the extent of variation of scores (standard deviation).  
For this study, descriptive statistics was used to profile the biographical information of 
respondents, summarise the respondents’ expectations and perceptions of service quality, 
and the gap between the two. Sekaran (2001) states that descriptive statistics are provided 
by frequencies, measures of central tendency, and dispersion. In this study, quantitative data 
in terms of frequencies depict the descriptive statistics utilised.  
Frequencies  
Bar graphs represent the simplest ways of analysing categorical data (Saunders, Lewis and 
Thornhill, 2009). A bar graph is a type of graph in which each column (plotted either 
vertically or horizontally) represents a categorical variable or a discrete ungrouped numeric 
variable. It is used to compare the frequency (count) for a category or characteristic with 
another category or characteristic therefore, will be used to statistically illustrate and analyse 
all the three sections of the questionnaire in this study. 
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Measures of central tendency  
Measures of central tendency and measures of dispersion enable the researcher to get an idea 
of the characteristics of the sample, or a feel for the data (Sekaran, 2001). For this study the 
measures that are considered relevant are the means and standard deviation.  
Mean  
The mean is a measure of central tendency that illustrates a general picture of data, by 
providing an average value for the data (Sekaran, 2001). Furthermore, the mean of a set of 
values is the sum of all the values divided by the total number of measurements. This 
measure of central tendency was utilised as the primary statistical procedure utilised to 
compare the responses of students.   
Standard deviation  
The standard deviation is a measure which can be calculated as the square of the variance 
(Sekaran, 2001). It is also the standard measure of variability from the mean and the measure 
of dispersion among the scores obtained. The standard deviation as a measure of dispersion 
was used in this study to determine the extent to which students differ in their overall 
satisfaction with quality of services rendered at the institution.  
Inferential statistics  
Inferential statistics is another form of statistics that is used to “project characteristics from 
a sample to the entire population” (Zikmund, et al., 2010, p.413). Inferential statistics 
comprise a group of statistical techniques and models that are used to infer conclusions about 
a population from quantitative data relating to a sample population (Collis and Hussey, 
2009).  
The inferential statistics are important to the researcher because they aid in making decisions 
about the data the researcher is interested in establishing the differences that may exist 
between different faculties (Leedy and Ormrod, 2005). The appropriate inferential statistics 
will be calculated and analysed to test this study’s hypotheses.  
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This type of statistics allows for inferences to be drawn from the sample to the population. 
The type of test that is primarily used is the ANOVA (Sekaran, 2001).   
ANOVA 
The one-way analysis of variance (ANOVA) is used to determine whether there are any 
statistically significant differences between the means of three or more independent 
(unrelated) groups. 
Firstly, the Bartlett test of homogeneity of variances will be tested. If, from the Bartlett tests, 
the variances are equal then the parametric One-way Anova will be utilised to determine the 
significant difference. However, if the variances of the determinants in correlation to 
faculties is not equal, a non-parametric test will have to be utilised. The test will be the 
Kruskal-Wallis One-way ANOVA (Ostertagová and Ostertag, 2013). 
The Kruskal-Wallis test is a nonparametric (distribution free) test, and is used when the 
assumptions of one-way ANOVA are not met. Both the Kruskal-Wallis test and one-way 
ANOVA assess for significant differences on a continuous dependent variable by a 
categorical independent variable (with two or more groups) (Ostertagová and Ostertag, 
2013).  In the ANOVA, we assume that the dependent variable is normally distributed and 
there is approximately equal variance on the scores across groups.  However, when using 
the Kruskal-Wallis Test, we do not have to make any of these assumptions. 
The above tests will be utilised to answer Objective 4: To determine whether there is a 
significant difference in the gap between expected and perceived service quality for students 
from different faculties at a higher education institution in terms of the dimensions of service 
quality. 
4.7.5 Reliability and validity 
A well-designed study should produce credible results and this can be achieved by using the 
two basic sets of criteria which are widely used to evaluate a well-developed research tool 
in a quantitative research, namely reliability and validity (Collis and Hussey, 2009; Cooper 
and Schindler, 2006). The two criteria are discussed in the following sub-sections. 
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Reliability 
Reliability is defined as the absence of differences in the results of a study if the research 
was repeated (Collis and Hussey, 2009). To ascertain the reliability and internal consistency 
of the data collected, Cronbach Alpha coefficient was calculated. The Cronbach Alpha 
coefficient ranges between 0 and 1, with 0 indicating a perfectly unreliable measurement and 
1 being a perfectly reliable measurement (Cronbach and Shavelson, 2004). The Cronbach 
Alpha coefficient was calculated for each service quality dimension in the questionnaire to 
determine the reliability and internal consistency of each service quality dimension. From 
Table 5.4 on page 86 it can be seen that all scores were above 0 and close to 1. 
Validity 
Validity is the degree to which the results of a research study accurately reflect the 
phenomena under study (Collis and Hussey, 2009). There are several types of validity tests 
that are used to test the legitimacy of measures and can be classified into three major types, 
namely content validity, criterion-related validity, and construct validity (Cooper and 
Schindler, 2006).  
Content validity is the degree to which the measuring instrument provides adequate 
representative set of the research questions guiding the study (Sekaran and Bougie, 2009; 
Cooper and Schindler, 2006). In brief, it includes measuring right things as well as having a 
large enough sample. In this study the dimensions of service quality will be extensively 
represented in the questionnaire and the sample size will be adequate for the study, indicating 
content validity.  
Criterion-related validity, measures the degree to which the outcome of an instrument 
correlates with another (Leedy and Ormrod, 2005). In other terms it “reflects the success of 
measures used for prediction or estimation” (Cooper and Schindler, 2006, p.319). The 
criterion-related validity can be established through concurrent validity or predictive validity 
(Sekaran and Bougie, 2009). The measurement of the concurrent validity is based on the 
description of the present while for predictive validity it is based on the prediction of the 
future (Cooper and Schindler, 2006).  
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Construct validity aims to test how well the outcome or results obtained from the use of the 
measuring instrument fit the theories around which the test is designed (Sekaran and Bougie, 
2009). When evaluating construct validity, the researcher has to take into consideration both 
the theory and the measuring instrument being used (Cooper and Schindler, 2006). Construct 
validity is assessed through convergent and discriminant validity (Zikmund, et al., 2010; 
Sekaran and Bougie, 2009; Cooper and Schindler, 2006). Convergent validity assesses if 
two measuring instruments that measure a concept correlate highly, while discriminant 
validity measures the degree to which the scores on a scale do not correlate with scores from 
a variable that is supposed to be unrelated to this variable (Sekaran and Bougie, 2009; Cooper 
and Schindler, 2006).  
As the tool is pre-existing, a confirmatory factor analysis had been performed by 
Parasuraman, Zeithaml and Berry (1991) to test validity and was deemed to be valid in all 
respects. 
In statistics, confirmatory factor analysis is used to test whether measures of a construct are 
consistent with a researcher's understanding of the nature of that construct (or factor) 
(Parasuraman, Zeithaml and Berry, 1991). 
4.8 ETHICAL CONSIDERATIONS 
This research was in accordance with the ethical requirements set out by the Rhodes 
University Department of Management’s Human Ethics protocol. All ethical considerations 
regarding informed consent, voluntary participation, non-disclosure, confidentiality, use of 
the research data and storage of the data has and will be adhered to throughout the study. 
4.9 CHAPTER SUMMARY 
This chapter focused on the research design and methodology of the present study. The 
research purpose and objectives were outlined and described. Thereafter, the research 
paradigms used in research were identified and the positivist paradigm appropriate for this 
study was discussed. Research methods used were then examined and subsequently the 
survey method, which was used in this study, was discussed in detail including the reliability 
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and validity of the instruments of previous studies adapted for this research study. 
Furthermore, the sample selection for this research study was explained. Following from 
this, data analysis techniques were examined in detail, in which descriptive and inferential 
statistics were discussed. Lastly, ethical considerations which the researcher ensured would 
be in place in this study were explained.  
The results of the empirical research will be discussed in Chapter Five. 
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DATA ANALYSIS AND RESULTS 
5.1 INTRODUCTION 
The previous chapter provided specific information about the research design and 
methodology of this study which outlined the purpose of the research, aims and objectives, 
research hypotheses, research design, research paradigms, research methods, research 
instrument, data collection, statistical procedures implemented and research ethical 
considerations. This chapter reports on the data analysis and the empirical findings of this 
study. More specifically, the main purpose of this chapter is to give effect to the set 
objectives which were outlined in Chapter One and Chapter Four respectively. Therefore, 
the empirical findings comprising descriptive and inferential statistics will be presented in 
this chapter. 
The researcher collected the data by means of convenience sampling. The denied access 
prohibited the researcher or program to randomly select each participant therefore the 
selection was not random but rather conveniently gathered. The Registrar of the higher 
education institution involved the IT unit of the institution to send out the electronic link to 
their final-year-undergraduate distribution list. 
Data was captured automatically in Google Forms and was imported into a spreadsheet 
where the data was coded appropriately into the R language and environment for statistical 
computing (R Core Team, 2013). R was used to clean and analyse the data. A total of 250 
questionnaires were usable for the statistical analysis. This represented a response rate of 
15.2% [(250/1642)*100]. 1642 is the number of students in the population (refer to Table 
4.3 on page 66). 
In addition, no respondents left 12 (25%) or more items blank and hence no respondents 
were excluded from the analysis using this criteria. It can be noted that, if there were more 
than 25% of the items missing for a scale, the researcher would need to drop that respondent.  
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In the event that there were 5 items (or questions) per scale or dimension and more than 2 
questions were not answered then the researcher would have to drop that subject. If there 
were 4 items per scale and more than 1 question was not answered then the researcher would 
need to drop that subject. In the present study no respondents meet the criteria to be excluded 
from the analysis as a result of not completing sufficient questions. 
Statisticians utilise anchor points to discover respondents who might have answered 
questionnaires without having read what is required but rather just select anything (Louw, 
Mayer and Baxter, 2012). For example, if there is a five-point Likert scale (1 = strongly 
disagree, 2 = disagree, 3 = neutral, 4 = agree and 5 = strongly agree), and a respondent selects 
3 all through. 
Respondents who use an anchor point 28 (60%) or more times should be dropped from the 
analysis (Louw, Mayer and Baxter, 2012). Within the present study, the number of 
participants who were picked up as an anchor point was 21 (8.4%). Consequently, it was not 
statistically necessary for the 21 (8%) respondents to be dropped therefore the 21 (8%) 
respondents remained included in the analysis. Furthermore, the researcher analysed each 
anchor point and found that each respondent number did not select one recurring value. 
Therefore they were not dropped as this maintains the fact that they did read what was 
required and answered to their point of view. Table 5.1 below refers to the anchor values 
used and the number of respondents within. 
Table 5.1: Anchor Points 
V
al
u
e Respondent number No. of 
Respondents 
1   
2   
3          211  223  224  237  242 5 
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4          16  21  47  48  62  77  86  133  139  151  187  189  194  228  239  
248 
16 
 21 
Every participant in the study gave 100% consent as shown in Table 5.2 below. 
Table 5.2: Consent 
  Frequency Percentage 
Yes  250.0 100 
No 0 0 
Obtaining data from a respondent is a social interaction involving potential respondents, data 
gatherers, and an assortment of intervening barriers and incentives, including the social 
environment and the survey design (Dillman, Smyth and Christian, 2009). To consider 
potential respondents, a researcher should be aware that they have interests, psychological 
predispositions, and obligations, which can make them more or less likely to cooperate with 
researchers, or even able to be located by researchers. Psychological predispositions are one 
example (Groves, 2011).  
Some people are cooperative, trusting, and/or highly value academic research, while others 
can be non-cooperative, suspicious, and stingy with their time. Quintessentially, some people 
might have different thresholds on various dimensions that need to be reached before they 
are willing to participate, as leverage-saliency theory suggests (Groves, 2011). For example, 
if they have an interest in the topic, the research might make them more likely to respond. 
Respondents in the present study had conflicting interest in the research due to the higher 
education issue of #FeesMustFall therefore were apprehensive to respond due to ill feelings 
towards the higher education institution in which they are registered. On the other hand, 
some respondents felt the need to respond because they felt it was a good way to air their 
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views on how the higher education institution may increase their service quality without 
monetary means. 
Demographic and life-style characteristics of respondents can also influence their 
willingness to participate. One example involves the time during the week when the potential 
respondent is contactable. Aspects of their studies (timetables), hobbies, volunteer activities, 
commuting, and other activities could make them difficult to reach (Vercruyssen, van de 
Putte, and Stoop, 2011). The present research was undertaken at a time during the academic 
year when students had just completed their half-yearly examinations therefore data was 
collected promptly from participants whom wanted to participate in the research. 
5.2 DESCRIPTIVE STATISTICS 
5.2.1 Demographics 
This section describes the descriptive findings for the demographic variables included in the 
study as indicated in Figure 5.1 on page 81 to Figure 5.5 on page 85. Variables include: 
gender, age, ethnicity, nationality and faculty. A detailed description of each variable is 
given. 
5.2.1.1 Gender 
Figure 5.1 on page 81 outlines the gender of respondents. From Figure 5.1, it is evident that 
the majority of the respondents were female students who consisted of 136 respondents 
(54.4%) while male students comprised 111 respondents (44.4%). The present research tool 
included the option “undecided” which is not to perpetuate the idea that gender exists in 
strict binary but rather, to show an expression of inclusivity. The number of participants 
within this field was 3 (1.2%). 
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Figure 5.1: Bar graph of Gender 
 
5.2.1.2 Age 
From Figure 5.2 on page 82 it can be seen that the majority of the respondents were of the 
age 21 years which consisted of 90 respondents (36%). This is followed by age 22 years 
which consisted of 75 respondents (30%). The age category 23 years constituted 33 
respondents (13.2%). Age category 24 had 19 respondents (7.6%), whereas age category 20 
had 18 respondents (7.2%). 
Age 25 had 8 (3.2%) participants and the category between ages 26 and 30 ranged between 
1 and 2 participants (0.4% - 0.8%). The minority age group was 26 to 30 which had 6 
respondents respectively (2.4%) as shown in Figure 5.2. 
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Figure 5.2: Bar graph of Age 
 
5.2.1.3 Ethnicity 
Figure 5.3 on page 83 shows that the majority of the respondents were from the Black 
population group, which comprised of 140 respondents (56%). The balance of the 
respondents comprised 69 respondents (27.6%) from the White population group, with 24 
respondents (9.6%) from the Indian population group, 15 respondents (6%) from the 
Coloured population group and 1 respondent (0.4%) in each the Asian and Other population 
group. 
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Figure 5.3: Bar graph of Ethnicity 
 
5.2.1.4 Nationality    
The following Bar graph (Figure 5.4 on page 84) illustrates that the majority of the 
respondents were of South African nationality group, which comprised of 203 respondents 
(81.2%). The balance of the respondents comprised of 26 Zimbabwean respondents (10.4%), 
with 4 respondents (10.6%) from Tanzanian nationality. The Other group comprised of 17 
(6.8%) respondents from Kenya, Lesotho, United Kingdom, United States of America, 
Namibia, Congo, Botswana, Germany, Malawi and Mauritius.   
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Figure 5.4: Bar graph of Nationality 
 
5.2.1.5 Faculty 
The faculty of the respondents are represented in Table 5.3 and Figure 5.5 on page 85. 113 
(45.2%), which is the majority of the respondents, were from the Commerce faculty, 64 
(25.6%) were from the Humanities faculty and 54 respondents (21.6%) were students from 
the faculty of Science, while the minority of the respondents belonged to the Pharmacy 
faculty with only 19 respondents (7.6%). Table 5.3 on page 85 illustrates the responses at 
which the researcher collected conveniently within each faculty. 
85 
 
Table 5.3: Number of Responses in each faculty 
Faculty Number of Students who responded 
Commerce 113 
Humanities  64 
Pharmacy  19 
Science 54 
Total 250 
Figure 5.5: Bar graph of Faculty 
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5.2.1.6 Reliability 
Sekaran (1992, p.28) interprets the Cronbach Alpha coefficient in the following way:  
“Reliabilities less than 0.6 are considered poor; those within the 0.6 to 0.7 range are 
considered acceptable, and those over 0.8 are considered to be good. The closer the reliability 
co-efficient is to 1, the better the reliability of the scale.” Table 5.4 below shows the 
Cronbach Alpha coefficient of the scales of expected service quality dimensions, perceived 
service quality dimensions, and gap scores. 
The Cronbach Alpha coefficient in Table 5.4 below show that the instrument to measure 
service quality was reliable. The Cronbach alpha coefficient for the following service quality 
dimensions: reliability, responsiveness, assurance and empathy were above 0.8000 which, 
according to Sekaran (1992), are good. On the other hand, the Cronbach Alpha coefficient 
for the service quality dimensions of tangibles were below 0.8 but above 0.6 which, 
according to Sekaran (1992), are acceptable. 
Table 5.4: Cronbach Alpha coefficient. 
SERVQUAL Dimensions 
Mean Valid.n 
Cronbach.Tot
al 
Interpretation 
Expected Tangibles 4.011 250 0.7788 “Acceptable” 
Expected Reliability 4.2856 250 0.8734 “Good” 
Expected Responsiveness 4.256 250 0.8302 “Good” 
Expected Assurance 4.288 250 0.8077 “Good” 
Expected Empathy 4.0208 250 0.824 “Good” 
Perceived Tangibles 3.744 250 0.7688 “Acceptable” 
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Perceived Reliability 3.2648 250 0.877 “Good” 
Perceived Responsiveness 3.487 250 0.8338 “Good” 
Perceived Assurance 3.635 250 0.8481 “Good” 
Perceived Empathy 3.4624 250 0.8499 “Good” 
Tangibles Gap 0.267 250 0.7457 “Acceptable” 
Reliability Gap 1.0208 250 0.8581 “Good” 
Responsiveness Gap 0.769 250 0.8207 “Good” 
Assurance Gap 0.653 250 0.8062 “Good” 
Empathy Gap 0.5584 250 0.8186 “Good” 
5.2.2 Objective 1: Students’ service quality expectations. 
Table 5.5 on page 88 represents the descriptive analysis of the expected service quality 
dimensions. It was utilised to answer the above objective. From Table 5.5, it can be seen that 
Assurance had the highest mean of 4.288 in terms of expectations whilst Tangibles ranked 
the lowest with a mean of 4.011. Empathy was just above Tangibles with a mean of 4.0208, 
next Responsiveness with a mean of 4.256, and Reliability with a mean score of 4.2856. This 
constitutes that respondents did not have high service quality expectation with regards to 
Tangibles. 
The standard deviation (Std.Dev) expresses the dispersion of a set of data from its mean. 
From Table 5.5 on page 88 it is noted that the standard deviation for all dimensions are less 
than 1 therefore indicating a small standard deviation. A small standard deviation indicates 
that more of the data is clustered around the mean. 
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Table 5.5: Analysis of Expected service quality dimensions. 
SERVQUAL 
Dimensions 
Mean Order Std.Dev Valid.n 
Expected Assurance 4.288 1 0.6906 250 
Expected Reliability 4.2856 2 0.7646 250 
Expected 
Responsiveness 
4.256 
3 
0.7246 250 
Expected Empathy 4.0208 4 0.7122 250 
Expected Tangibles 4.011 5 0.704 250 
Within Table 5.5, the Assurance dimension had the participant’s highest expectation in this 
service quality dimension. Table 5.6 on page 89 indicates what is included under assurance, 
which is:  
 behaviour of employees instilling confidence in students;  
 students feeling safe in their transactions with a higher education institution;  
 employees being courteous with students; and  
 knowledgeability of employees to answer students' questions.  
Of the 4 statements, the behaviour of employees in excellent higher education institutions 
will instill confidence in students had the highest mean score meaning students have a high 
expectation towards higher education institutions instilling confidence in their students.  
From Table 5.6 on page 89, Tangible characteristics included modern-looking equipment, 
visually appealing physical facilities, neat-appearing employees and visually appealing 
materials associated with the services of the higher education institution. Of the 4 statements 
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about Tangibility, employees at an excellent higher education institution will be neat- 
appearing raked the lowest in terms of its mean score and had the highest standard deviation 
of 1.05.  
Table 5.6: Analysis of each Expected service quality dimension statement. 
Order SERVQUAL Dimensions Expectation 
 Assurance Mean 
1 
The behaviour of employees in excellent higher education 
institutions will instill confidence in students. 
4.4 
Students of excellent higher education institutions will feel 
safe in their transactions. 
4.4 
Employees at excellent higher education institutions will be 
constantly courteous with students. 
4.1 
Employees at excellent higher education institutions will have 
the knowledge to answer students' questions. 
4.3 
 Reliability Mean 
2 
When excellent higher education institutions promise to do 
something by a certain time, they will do so. 
4.4 
When a student has a problem, an excellent higher education 
institution will show a sincere interest in solving it. 
4.4 
Excellent higher education institutions will perform the service 
right the first time. 
4.0 
Excellent higher education institutions will provide their 
services at the time they promise to do so. 
4.4 
Excellent higher education institutions will insist on error-free 
records. 
4.3 
 Responsiveness Mean 
3 
Employees in excellent higher education institutions will tell 
students exactly when services will be performed. 
4.3 
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Employees in excellent higher education institutions will give 
prompt service to students. 
4.4 
Employees in excellent higher education institutions will 
always be willing to help students. 
4.5 
Employees in excellent higher education institutions will never 
be too busy to respond to students' requests. 
3.9 
 Empathy Mean 
4 
Excellent higher education institutions will give students 
individual attention. 
3.8 
Excellent higher education institutions will have operating 
hours convenient to all their students. 
3.9 
Excellent higher education institutions will have employees 
who give students personal attention. 
3.7 
Excellent higher education institutions will have the students’ 
best interest at heart. 
4.5 
The employees of excellent higher education institutions will 
understand the specific needs of their students (for example, 
difficulties facing students). 
4.2 
 Tangibles Mean 
5 
An excellent higher education institution should have modern-
looking equipment 
4.2 
The physical facilities at an excellent higher education 
institution will be visually appealing. 
3.9 
Employees at an excellent higher education institution will be 
neat- appearing. 
3.8 
Materials associated with the service (such as pamphlets or 
statements) will be visually appealing at an excellent higher 
education institution. 
4.1 
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Expected Assurance, Reliability, Responsiveness, Empathy and Tangibles, respectively, do 
not have a negative standard deviation therefore all participants have positive expectations 
in terms of service quality at higher education institutions. 
5.2.3 Objective 2: Students’ service quality perceptions. 
Table 5.7 below represents the descriptive analysis of the perceived service quality 
dimensions. It was utilised to answer the above objective. From the table, it can be seen that 
participants perceived Tangibles to be the dimension to which the higher education 
institution they attended had the best service quality, with a mean rating of 3.744. 
Unfortunately, Reliability had the lowest mean of 3.2648 which indicates that participants 
perceived Reliability as their lowest rated dimension. This means that their higher education 
institution really needs to work on increasing its service quality in terms of Reliability. The 
order of service quality satisfaction perceived by students can be viewed in Table 5.7 and is 
rated in order from highest to lowest mean (1 to 5). 
The standard deviation (Std.Dev) for all dimensions are less than 1 therefore indicating a 
small standard deviation. A small standard deviation indicates that the data is clustered 
around the mean. This shows there is very little variation in the results. 
Table 5.7: Analysis of Perceived service quality dimensions. 
SERVQUAL Dimensions Mean By Order Std.Dev Valid.n 
Perceived Tangibles 3.744 1 0.6486 250 
Perceived Assurance 3.635 2 0.836 250 
Perceived Responsiveness 3.487 3 0.7957 250 
Perceived Empathy 3.4624 4 0.8447 250 
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Perceived Reliability 3.2648 5 0.8404 250 
Briefly, the table below (Table 5.8 on page 93) describes the statement within each perceived 
service quality dimension. As noted in Table 5.7 on page 91, Tangibles was the service 
quality dimension which participants perceived as being their higher education institutions 
highest scoring dimension. Included in Tangibles are:  
 modern-looking equipment;  
 visually appealing physical facilities;  
 neat-appearing employees; and  
 visually appealing materials associated with the service given by the higher education 
institution.  
The statement regarding the higher education’s employees being neat-appearing was the 
most influential statement on the Tangibles dimension.  
As seen in Table 5.7, Reliability had the lowest mean. Statements associated with this 
dimension were:  
 when your higher education institution promises to do something by a certain time, it 
does so;  
 when you have a problem, your higher education institution shows sincere interest in 
solving it;  
 your higher education institution performs the service right the first time;  
 your higher education institution provides its services at the time it promises to do so; 
and  
 your higher education institution insists on error-free records.  
Of these statements, when your higher education institution promises to do something by a 
certain time, it does so and your higher education institution performs the service right the 
first time had the lowest mean score of 3.1. 
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Table 5.8: Analysis of each Perceived service quality dimension statement. 
Order SERVQUAL Dimensions Perception 
 Tangibles Mean 
1 
Your higher education institution has modern-looking equipment. 3.7 
Your higher education institution's physical facilities are visually 
appealing. 
3.7 
Your higher education institution's employees are neat-appearing. 3.8 
Materials associated with the service (such as pamphlets or 
statements) are visually appealing at your higher education 
institution 
3.7 
 Assurance Mean 
2 
The behaviour of employees at your higher education institution 
instills confidence in you. 
3.5 
You feel safe in your transactions with your higher education 
institution 
3.6 
Employees at your higher education institution are consistently 
courteous to you. 
3.6 
Employees at your higher education institution have the 
knowledge to answer your questions. 
3.9 
 Responsiveness Mean 
3 
Employees at your higher education institution tell you exactly 
when services will be performed. 
3.3 
Employees at your higher education institution give you prompt 
service. 
3.5 
Employees at your higher education institution are willing to help 
you. 
3.9 
Employees at your higher education institution are never too busy 
to respond to your requests. 
3.3 
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 Empathy Mean 
4 
Your higher education institution gives you individual attention. 3.4 
Your higher education institution has operating hours convenient 
to you. 
3.9 
Your higher education institution has employees who give you 
personal attention. 
3.4 
Your higher education institution has your best interest at heart. 3.4 
Employees at your higher education institution understand your 
specific needs (for example, difficulties facing you). 
3.2 
 Reliability Mean 
5 
When your higher education institution promises to do something 
by a certain time, it does so. 
3.1 
When you have a problem, your higher education institution 
shows sincere interest in solving it. 
3.3 
Your higher education institution performs the service right the 
first time. 
3.1 
Your higher education institution provides its services at the time 
it promises to do so. 
3.2 
Your higher education institution insists on error-free records. 3.6 
5.2.4 Objective 3: Gap in students’ service quality expectations and perceptions. 
Table 5.5 on page 88 and Table 5.7 on page 91 summarised the means and standard 
deviations (Std.Dev) of the 5 Expected and Perceived service quality dimensions. Table 5.9 
on page 95 looks at the difference between what the participants expected when looking at 
what they thought an excellent higher education institution may have and what their higher 
education institution they currently are registered at compares.   
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Table 5.9: Gap analysis for each service quality dimension. 
SERVQUAL 
Dimensions 
Mean By Order Std.Dev Valid.n 
Reliability Gap -1.0208 1 1.0153 250 
Responsiveness Gap -0.769 2 0.9753 250 
Assurance Gap -0.653 3 0.9644 250 
Empathy Gap -0.5584 4 0.9955 250 
Tangibles Gap -0.267 5 0.859 250 
Based on the analysis of the mean values for each dimension, all of them were perceived as 
negative as compared to students’ expectations. The highest gap is for reliability of service, 
with the gap score of -1.0208, and the lowest gap is for tangibility of service, with the gap 
score of -0.267. Data analysis shown in Table 5.9 also point at the order of the dimensions 
according to the gap score (from highest to lowest): Reliability – Responsiveness – 
Assurance – Empathy – Tangibility. 
The standard deviation (Std.Dev) for the dimensions Responsiveness, Assurance, Empathy 
and Tangibles all have a standard deviation score less than one which indicates a small 
standard deviation. Although, for the largest gap in terms of the mean, which is Tangibles, 
the standard deviation is above 1.0153 which indicates a slightly larger variation although, 
is not large enough to cause a significant disparity. 
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Table 5.10: Tangibles gap analysis. 
S
ta
te
m
en
t Expected 
Tangibles 
Expectation Gap Perception Perceived 
Tangibles 
Mean Std.D Mean Std.D Mean Std.D 
1 
An excellent 
higher education 
institution should 
have modern-
looking 
equipment 
4.2 0.85 -0.48 1.1 3.7 0.88 Your higher 
education 
institution has 
modern-looking 
equipment. 
2 
The physical 
facilities at an 
excellent higher 
education 
institution will be 
visually 
appealing. 
3.9 0.85 -0.18 1.1 3.7 0.85 Your higher 
education 
institution's 
physical facilities 
are visually 
appealing. 
3 
Employees at an 
excellent higher 
education 
institution will be 
neat- appearing. 
3.8 1.05 -0.04 1.2 3.8 0.81 Your higher 
education 
institution's 
employees are 
neat-appearing. 
4 
Materials 
associated with 
the service (such 
as pamphlets or 
statements) will 
be visually 
appealing at an 
excellent higher 
education 
institution. 
4.1 0.87 -0.37 1.1 3.7 0.83 Materials 
associated with 
the service (such 
as pamphlets or 
statements) are 
visually appealing 
at your higher 
education 
institution 
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Table 5.10 on page 96 highlights the Tangibles dimensions expectations, perceptions and 
gap scores. From the table the statements within the dimension can give a clearer view on 
what a higher education institution can focus on when trying to increase their service quality 
in terms of tangibility. The smallest gap, with a mean score of -0.04, was employees being 
neat-appearing whilst modern-looking equipment had the largest gap with a mean score of -
0.48. Visually appealing materials associated with the service (such as pamphlets or 
statements) had a gap score of -0.37. From Table 5.9, it was noted that Tangibles had the 
smallest gap score of -0.267, meaning that even though the score was negative, the gap 
between students’ expectation and perception did not deviate a great deal. In essence, 
participants felt that their higher education institution’s service quality, in terms of 
Tangibles, was good compared to an institution they regarded as being excellent. 
The standard deviation in Table 5.10 shows little variation in the gap between expectations 
and perceptions that students have of the services delivered within the selected higher 
education institution with regards to the Tangibles dimension. 
Table 5.11: Reliability gap analysis. 
S
ta
te
m
en
t Expected 
Reliability 
Expectation Gap Perception Perceived 
Reliability 
Mean Std.D Mean Std.D Mean Std.D 
1 
When excellent 
higher education 
institutions 
promise to do 
something by a 
certain time, they 
will do so. 
4.4 0.98 -1.23 1.4 3.1 1.02 When your higher 
education 
institution 
promises to do 
something by a 
certain time, it 
does so. 
2 
When a student 
has a problem, an 
excellent higher 
education 
institution will 
show a sincere 
4.4 0.94 -1.11 1.4 3.3 1.09 When you have a 
problem, your 
higher education 
institution shows 
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interest in solving 
it. 
sincere interest in 
solving it. 
3 
Excellent higher 
education 
institutions will 
perform the 
service right the 
first time. 
4.0 0.97 -0.89 1.2 3.1 0.93 Your higher 
education 
institution 
performs the 
service right the 
first time. 
4 
Excellent higher 
education 
institutions will 
provide their 
services at the 
time they promise 
to do so. 
4.4 0.87 -1.24 1.3 3.2 1.01 Your higher 
education 
institution 
provides its 
services at the 
time it promises 
to do so. 
5 
Excellent higher 
education 
institutions will 
insist on error-
free records. 
4.3 0.93 -0.63 1.1 3.6 1.07 Your higher 
education 
institution insists 
on error-free 
records. 
Table 5.11 on page 97 highlights the Reliability dimensions expectations, perceptions and 
gap scores. From the table the statements within the dimension can give a clearer view on 
what a higher education institution can focus on when trying to increase their service quality 
in terms of reliability. In order of smallest to largest gap, statement 5 with a -0.63 score, 
statement 3 with a -0.89 gap, statement 2 with a gap of -1.11, statement 1 with a -1.23 gap 
and statement 4 with the largest gap of -1.24. With regards to the standard deviation of each 
statement, Table 5.11 shows little variation in the gap between expectations and perceptions 
that students have of the services delivered within the selected higher education institution 
with regards to the Reliability dimension. 
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Table 5.12: Responsiveness gap analysis. 
S
ta
te
m
en
t 
Expected 
Responsiveness 
Expectation Gap Perception Perceived 
Responsiveness 
Mean Std.D Mean Std.D Mean Std.D 
1 
Employees in 
excellent higher 
education 
institutions will 
tell students 
exactly when 
services will be 
performed. 
4.3 0.82 -1.02 1.1 3.3 0.94 Employees at your 
higher education 
institution tell you 
exactly when 
services will be 
performed. 
2 
Employees in 
excellent higher 
education 
institutions will 
give prompt 
service to 
students. 
4.4 0.76 -0.90 1.2 3.5 0.97 Employees at your 
higher education 
institution give you 
prompt service. 
3 
Employees in 
excellent higher 
education 
institutions will 
always be 
willing to help 
students. 
4.5 0.84 -0.59 1.1 3.9 0.95 Employees at your 
higher education 
institution are 
willing to help you. 
4 
Employees in 
excellent higher 
education 
institutions will 
never be too 
busy to respond 
to students' 
requests. 
3.9 1.10 -0.56 1.3 3.3 1.03 Employees at your 
higher education 
institution are 
never too busy to 
respond to your 
requests. 
Highlighted in Table 5.12 above is the Responsiveness dimensions gap analysis. From the 
table the statements within the dimension can give a clearer view on what a higher education 
institution can focus on when trying to increase their service quality in terms of 
responsiveness. The largest gap within this dimension is about higher education institutions 
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telling students exactly when services will be performed. This gap had a score of -1.02. The 
other 3 statements scored between -0.90 and -0.56 respectively.  
The standard deviation of each statement within the Responsiveness dimension shows little 
variation in the gap between expectations and perceptions that students have of the services 
delivered within the selected higher education institution. 
Table 5.13: Assurance gap analysis. 
S
ta
te
m
en
t 
Expected 
Assurance 
Expectation Gap Perception Perceived 
Assurance Mean Std.D Mean Std.D Mean Std.D 
1 
The behaviour 
of employees in 
excellent higher 
education 
institutions will 
instill 
confidence in 
students. 
4.4 0.85 -0.94 1.29 3.5 1.05 The behaviour of 
employees at your 
higher education 
institution instills 
confidence in you. 
2 
Students of 
excellent higher 
education 
institutions will 
feel safe in their 
transactions. 
4.4 0.83 -0.81 1.26 3.6 1.00 You feel safe in 
your transactions 
with your higher 
education 
institution 
3 
Employees at 
excellent higher 
education 
institutions will 
be constantly 
courteous with 
students. 
4.1 0.96 -0.47 1.30 3.6 1.10 Employees at your 
higher education 
institution are 
consistently 
courteous to you. 
4 
Employees at 
excellent higher 
education 
institutions will 
have the 
4.3 0.83 -0.39 0.97 3.9 0.87 Employees at your 
higher education 
institution have the 
knowledge to 
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knowledge to 
answer students' 
questions. 
answer your 
questions. 
From Table 5.13 on page 100, the researcher can determine the statements which have 
decreased the service quality from the view of the student. This in order of largest to smallest 
gap is statements, 1, 2, 3, and 4. If higher education institutions could find ways in instilling 
more confidence in their students (which has the largest gap score of -0.94), the gap for 
assurance could become even smaller. 
The dispersion in the standard deviation for Assurance can be seen to have little variation in 
the gap between expectations and perceptions that students have of the services delivered 
within the selected higher education institution. 
Table 5.14: Empathy gap analysis. 
S
ta
te
m
en
t 
Expected Empathy 
Expectation Gap Perception Perceived 
Empathy 
Mean Std.D Mean Std.D Mean Std.D 
1 
Excellent higher 
education 
institutions will 
give students 
individual 
attention. 
3.8 0.96 -0.46 1.4 3.4 1.1 Your higher 
education 
institution gives 
you individual 
attention. 
2 
Excellent higher 
education 
institutions will 
have operating 
hours convenient to 
all their students. 
3.9 1.02 0.04 1.2 3.9 1.0 Your higher 
education 
institution has 
operating hours 
convenient to 
you. 
3 
Excellent higher 
education 
institutions will 
have employees 
3.7 1.00 -0.29 1.3 3.4 1.1 Your higher 
education 
institution has 
employees who 
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who give students 
personal attention. 
give you personal 
attention. 
4 
Excellent higher 
education 
institutions will 
have the students’ 
best interest at 
heart. 
4.5 0.77 -1.06 1.3 3.4 1.1 Your higher 
education 
institution has 
your best interest 
at heart. 
5 
The employees of 
excellent higher 
education 
institutions will 
understand the 
specific needs of 
their students (for 
example, 
difficulties facing 
students). 
4.2 0.87 -1.02 1.4 3.2 1.1 Employees at 
your higher 
education 
institution 
understand your 
specific needs 
(for example, 
difficulties facing 
you). 
Empathy is the fifth dimension of SERVQUAL and had 5 statements which feed into the 
satisfaction score of service quality (represented in Table 5.14 on page 101). Of the 
statements under Empathy, only 1 statement had a positive gap of 0.04, this means that 
students’ perceptions of their higher education institution having convenient operating hours 
exceeded their expectations of excellent higher education institutions having convenient 
operating hours. This was the only gap in all the service quality dimensions which had a 
positive gap, meaning the perception exceeded the expectation.  This phenomenon is called 
positive disconfirmation which can be related back to the literature in Chapter Two, section 
2.3.2.10 on page 28.  
From Table 5.14 it is noted that the standard deviation of each statement shows little 
variation in the gap between expectations and perceptions that students have of the services 
delivered within the selected higher education institution in terms of the Empathy service 
quality dimension. 
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5.3 INFERENTIAL STATISTICS 
The inferential statistics to follow were used to answer the Research Hypotheses on page 60.  
5.3.1 Objective 4: Significant difference in expected service quality between students of 
different faculties. 
Based on Objective 4, which is to determine whether there is a significant difference in 
expected service quality between students of different faculties at the higher education 
institution in terms of the dimensions of service quality, the following hypotheses was stated: 
Hypotheses 1: 
H0
1:  There is no significant difference in the expectations of service quality of students from 
different faculties at a higher education institution in terms of the dimensions of service 
quality (namely, reliability, responsiveness, assurance, empathy) 
HA
1 There is a significant difference in the expectations of service quality of students from 
different faculties at a higher education institution in terms of the dimensions of service 
quality (namely, reliability, responsiveness, assurance, empathy) 
Table 5.15: ANOVA for Expectation Dimensions for Faculty 
 Bartlett test of 
homogeneity 
One-way ANOVA Hypothesis Testing 
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Table 5.15 on page 103 summarises the inferential statistical tests run from the data on the 
expectation dimensions in correlation with the faculties to find if there is a significant 
difference in expected service quality between students of different faculties at a higher 
education institution in terms of the dimensions of service quality.  
Firstly, the Bartlett test of homogeneity of variances was run to find if the variances were 
equal or not. The reason for this was to evaluate which ANOVA to run. If the variance turned 
up equal, a parametric test, being a One-way ANOVA, would need to be run to find if there 
was a significant difference or not. If the variance was not equal, a non-parametric test, being 
the Kruskal-Wallis ANOVA, would need to be run. 
From Table 5.15 on page 103 it can be noted that Expected Reliability and Expected 
Assurance had unequal variances therefore the Kruskal-Wallis ANOVA test was run rather 
than a One-way ANOVA like Expected Tangibles, Expected Responsiveness and Expected 
Empathy because the 3 dimensions had equal variances.  
From the ANOVA tests, Expected Tangibles was the only dimension whose mean was not 
significantly different and the null hypotheses was supported. This could relate to the fact 
that the combined expectation mean was ranked last and the above signifies that all faculties’ 
students expected the same when it came to rating the tangibles dimension.  
Whilst, Expected Reliability, Expected Responsiveness, Expected Assurance and Expected 
Empathy’s mean scores were significantly different. These can be seen on Figure 5.6 on 
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page 109 to Figure 5.10 on page 113. In essence, this meant that the null hypothesis for each 
dimension was rejected and alternative hypothesis for each dimension was supported. 
5.3.2 Objective 5: Significant difference in perceived service quality between students of 
different faculties. 
Based on Objective 5, to determine whether there is a significant difference in perceived 
service quality between students of different faculties at the higher education institution in 
terms of the dimensions of service quality, the following hypotheses was stated: 
Hypotheses 2: 
H0
2:  There is no significant difference in the perceptions of service quality of students from 
different faculties at a higher education institution in terms of the dimensions of service 
quality (namely, reliability, responsiveness, assurance, empathy) 
HA
2 There is a significant difference in the perceptions of service quality of students from 
different faculties at a higher education institution in terms of the dimensions of service 
quality (namely, reliability, responsiveness, assurance, empathy) 
Table 5.16: ANOVA for Perception Dimensions for Faculty 
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One-way ANOVA Hypothesis Testing 
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Firstly, the Bartlett test of homogeneity of variances was run to find if the variances were 
equal or not. All variances were equal therefore only the One-way ANOVA was run. This 
can be distinguished from Table 5.16 on page 105.  
From the ANOVA it can be seen that Perceived Tangibles, Perceived Responsiveness and 
Perceived Empathy’s scores all lead to their means not being significantly different. 
Consequently, the null hypotheses was supported whilst the alternative hypotheses was 
rejected. 
Yet, Perceived Reliability and Perceived Assurance’s means were significantly different and 
null hypotheses were rejected. Whereas the alternative hypotheses was supported. 
The differences were plotted in boxplots on page 109 toon page 113. 
5.3.3 Objective 6: Significant difference in the gap between expected and perceived 
service quality for students from different faculties. 
Based on Objective 6, which is to determine whether there is a significant difference in the 
gap between expected and perceived service quality for students from different faculties at 
a higher education institution in terms of the dimensions of service quality, the following 
hypotheses was stated: 
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Hypothesis 3: 
H0
3:  There is no significant difference between expected and perceived service quality of 
students from different faculties at a higher education institution in terms of the 
dimensions of service quality (namely, reliability, responsiveness, assurance, 
empathy) 
HA
3 There is a significant difference between expected and perceived service quality of 
students from different faculties at a higher education institution in terms of the 
dimensions of service quality (namely, reliability, responsiveness, assurance, 
empathy) 
Table 5.17: ANOVA for Gap Dimensions for Faculty 
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From Table 5.17 on page 107, the ANOVA test affirms that 4 out of the 5 dimensions means 
were not significantly different when comparing them by faculty. In this regard, the null 
hypotheses was supported. 
However, 1 dimension, Empathy, was found to be significantly different. Table 5.17 on page 
107 points out that the H0 (null hypothesis) was Rejected and the Ha (alternative hypothesis) 
was Supported. This signifies that participants within each faculty differed in what they 
expected and perceived as good service quality in terms of Empathy.  
The following figures (Figure 5.6 on page 109; Figure 5.7 on page 110; Figure 5.8 on page 
111; Figure 5.9 on page 112; and Figure 5.10 on page 113) highlight the data distribution 
through their quartiles. Each service quality expectation dimension, perception dimension 
and the gap between the two are visually displayed. The boxplots are a simpler way of 
displaying the outcomes of Table 5.15 on page 103, Table 5.16 on page 105, and Table 5.17 
on page 107. 
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Figure 5.6: Boxplot of the Tangibles gap against faculty 
 
In summary, Figure 5.6 above shows Expected Tangibles (Etangibles) was not significantly 
different, Perceived Tangibles (PTangibles) was not significantly different and the gap 
(GTangibles) between them was not significantly different.  
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Figure 5.7: Boxplot of the Reliability gap against faculty 
 
Figure 5.7 above gives a visual representation of Expected Reliability (EReliability) was 
significantly different, Perceived Reliability (PReliability) was significantly different and 
the gap (GReliability) between them was not significantly different. 
The reason for the gap not being significantly different even though the expectation and 
perception was, relates to the fact that when each faculties perceived dimensions and 
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expected dimensions were deducted from each other respectively, the gap left was not large 
enough to be significant.  
Figure 5.8: Boxplot of the Responsiveness gap against faculty 
 
Expected Responsiveness (EResponsiveness) was significantly different, Perceived 
Responsiveness (PResponsiveness) was not significantly different and the gap 
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(GResponsiveness) between them was not significantly different. Visually represented on 
Figure 5.8 on page 111. 
Figure 5.9: Boxplot of the Assurance gap against faculty 
 
Figure 5.9 above represents the Assurance service quality dimension. Expected Assurance 
(EAssurance) was significantly different, Perceived Assurance (PAssurance) means were 
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significantly different and the gap (GAssurance) between them was not significantly 
different. 
Figure 5.10: Boxplot of the Empathy gap against faculty 
 
As stated before, the Empathy gap was the only gap which rejected the null hypotheses and 
supported the alternative hypotheses.  
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H0
3 (null hypotheses): There is no significant difference between expected and perceived 
service quality of students from different faculties at a higher 
education institution in terms of the Empathy dimension of service 
quality 
HA
3 (alternative hypotheses) There is a significant difference between expected and 
perceived service quality of students from different faculties 
at a higher education institution in terms of the Empathy 
dimension of service quality 
Figure 5.10 on page 113 represents how each faculty scored with regards to the empathy 
dimension. It can be seen from GEmpathy that the Humanities faculty scored higher whilst 
Science followed, then Pharmacy and lastly, Commerce.  
According to Table 5.14 on page 101, Empathy relates to the participants higher education 
institution:  
 giving students individual attention;  
 having operating hours convenient to students;  
 having employees who give students personal attention;  
 having the students best interest at heart; and  
 having employees who understand the specific needs of their students (for example, 
difficulties facing students). 
In the higher education institution’s faculties, service quality in terms of Empathy, is rated 
differently, as shown in Table 5.17 on page 107.  
The results have indicated that the majority of respondents expect an institution to deliver 
service that will exceed their expectations. The respondents rated reliability the highest, 
followed by responsiveness, assurance, empathy and, lastly, tangibles was rated the least 
important expectation according to the respondents. The results have shown that students’ 
perception of service quality at the higher education institution under study falls below their 
expectations, presenting a great challenge to the institution, especially in such areas as 
reliability and responsiveness. 
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When seeking to see if the faculties of the institution differed in their service quality, it was 
found that there was no significant difference in 4 out of 5 dimensions. Empathy was the 
only dimension which had a significant difference in their means.  
5.4 CHAPTER SUMMARY 
This chapter has presented the analysis of the data gathered in the research study. The results 
have been presented in the form of tables and figures (bar graphs and boxplots) which help 
to provide a detailed analysis. Moreover, the results have identified service quality 
dimensions that require further attention. It can be seen from Table 5.9 on page 95, in the 
SERVQUAL gap scores, that the Reliability dimension has the biggest gap score of -1.0208 
followed by the Responsiveness dimension with a gap of -0.653. Whilst, Tangibles scored 
the most satisfactory with a gap score of -0.267.  
In terms of the Faculty strata, Empathy’s mean was the only dimension that was significantly 
different meaning this dimension needs attention from each faculty.  
The next chapter will present the summary of this thesis, how the research questions were 
answered, conclusions arising from the SERVQUAL model, recommendations for future 
research and limitations.  
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CONCLUSIONS AND 
RECOMMENDATIONS 
6.1 INTRODUCTION 
The previous chapter presented the interpretation and discussion of the research findings 
obtained from the data analysed. It examined students’ expectations and perceptions with 
respect to the service quality, and the discrepancies that arose.  
This final chapter provides a context for the study and presents its theoretical and practical 
contributions. It summarises the research, highlighting the significance of the findings, 
discusses the limitations of the research and suggests directions for further investigation. 
6.2 CONCLUSIONS ARISING FROM THE SERVQUAL MODEL 
This section of the present research speaks to providing conclusions that arose from the 
SERVQUAL model utilised at the higher education institution under study on how to 
decrease (eventually close) the gap between students’ expectations and perceptions of 
service quality provided by the institution. The Expectancy-Disconfirmation Paradigm 
(EDP) on page 28 states that if the gap is in negative disconfirmation (expectations exceed 
perceptions leading to dissatisfaction), the institution must do everything to either close the 
gap by having expectations equal perceptions (satisfaction) and/or go into positive 
disconfirmation where perceptions exceed expectations (students are highly satisfied). The 
following are the recommendations to management of the higher education institution itself, 
but also to the faculties and departments within the institution. 
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Table 6.1: Results Summary 
SERVQUAL 
Dimensions 
Expectation 
By Order 
Mean 
Perception 
By Order 
Mean 
Gap 
By Order 
Mean 
Tangibles 5 4.011 1 3.744 5 -0.267 
Reliability 2 4.2856 5 3.2648 1 -1.0208 
Responsiveness 3 4.256 3 3.487 2 -0.769 
Assurance 1 4.288 2 3.635 3 -0.653 
Empathy 4 4.0208 4 3.4624 4 -0.5584 
Table 6.1 above summarises the results from the analysis in Chapter Five. Students expected 
an excellent higher education institution to have all 5 dimensions above standard (above 3 – 
neutral) with dimensions ranking in order of worst dimension to best, Assurance – Reliability 
– Responsiveness – Empathy – Tangibles. This signifies that employees’ knowledge, 
courtesy and the ability of the service organisation to inspire trust and confidence was 
expected to be of high service quality at an excellent higher education institution. However, 
Tangibles, which relates to appearance of physical facilities, equipment, personnel, and 
communication material, did not take much of a priority when students thought of an 
excellent higher education institution.  
Students perceived that their higher education institution service quality to also score above 
standard (above 3 – neutral) with dimensions ranking in order of worst dimension to best: 
Tangibles – Assurance – Responsiveness – Empathy – Reliability.  
When calculating the gap between expectations and perceptions, it can be seen that the gap 
is not significant seeing as no score in the expectations and perceptions dimensions were 
below 3 which was the neutral score. However, all scores had a negative disconfirmation 
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where expectations exceeded perceptions. This meant that the higher education institution 
which the participants attended were not up to the standard they felt an excellent higher 
education institution should be.  
In this respect, the following are recommendations, pertaining to each SERVQUAL 
dimension, to the higher education institution under study’s management as well as the 
faculties and departments of the higher education institution to increase their service quality. 
The order of the following dimensions are in correlation to the gap scores from the largest 
gap to smallest gap. 
6.2.1 Reliability 
The higher education institution’s management should develop systems and procedures that 
standardise service production to ensure that the core service, namely teaching, be delivered 
as reliably and consistently as possible.  
Before the higher education institution’s management commit to any marketing 
communication made to students they should ensure that the promises made in these 
marketing communication brochures are realistic and achievable. Rather give the right 
information than false hope. In essence, there must always be well managed consumer 
expectations of the reliability aspect of the service encounters and offerings made to 
students. 
The institution’s management must understand students’ changing and varying needs and 
wants through having up to date market research being conducted on its students on a regular 
annual or semi-annual basis. Departments at the higher education institution under study 
have electronic feedback platforms for when a course is complete. Management (or at least 
the management of the department) should keep record of these and have quality checks 
against the feedback to make sure students’ needs are being met. 
In addition to the above point, Management should make sure that departments show their 
students that they have been trying to solve problems raised by students. Showing students 
the report on the feedback against the report on what the departments did about it will show 
students that the higher education institution as a whole has a sincere interest in solving their 
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problems. The departments represent the higher education institution and if all departments 
work together, faculties will look better and the service offerings of the whole institution 
will be sought after. This point had the highest statement gap of -1.0208 therefore should be 
looked at thoroughly.  
There must always be well managed staff expectations of the reliability aspect of the service 
encounters and offerings made to them so that these staff members may promote reliable 
service to the students. If staff are deemed to be reliable by the student, the department will 
be deemed reliable therefore satisfaction of the service quality will spread through word-of-
mouth causing a decrease in gap and even positive disconfirmation. 
Due to the #FeesMustFall protests, teaching and day-to-day operations of the higher 
education institution under study could not commence for long periods of time. Participants 
within the present study where either a part of the protests or were not part of the protests. 
Either way, they did not or could not attend lectures or perform day-to-day tasks. This had a 
large influence on the reliability dimension as statements pertained to: 
 When your higher education institution promises to do something by a certain time, it 
does so. 
 When you have a problem, your higher education institution shows sincere interest in 
solving it. 
 Your higher education institution performs the service right the first time. 
 Your higher education institution provides its services at the time it promises to do so. 
 Your higher education institution insists on error-free records. 
During the time of the protests, the institution under study was seen as not providing the 
above (whether they wanted to or not) therefore, one can see why the reliability dimension 
had the largest gap.   
6.2.2 Responsiveness 
Management at the higher education institution under study should implement standard 
procedures to maximise responsiveness to service situations that may occur reasonably 
regularly. 
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Management must insist that staff be well trained, so that they can respond efficiently when 
necessary. The line managers in the various faculties must insist that support staff are well 
trained to help provide the necessary support to their respective academic staff which in turn 
gives students the best response rates. 
Management at the higher education institution under study should develop proper 
procedures, manuals and policy documents to help staff respond to student questions, 
complaints and requests. 
Support staff at the higher education institution under study‘s various faculties must at all 
times ensure that students do not have to wait too long for assistance or to receive the service. 
But at the same time support and academic staff must not be kept waiting for too long. They 
should receive prompt services within the universities various structures so as to help 
students promptly. 
Where possible the higher education institution under study’s management should 
individualise or customise a service offering made to the student. This decision should be 
filtered down to the various levels of management and staff. 
Management at the institution must have knowledge of how the service processes at the 
campus is viewed by the students. At the same time, management must have knowledge of 
how the service processes and outcomes are viewed by the staff at all levels within the 
university so as to not have miscommunication from staff to student. 
6.2.3 Assurance 
The higher education institution under study’s management should create trust and 
confidence in the service encounter through the knowledge, skills and expertise of its support 
staff. Although, management at the higher education institution must ensure that they 
employee skilled and knowledgeable personnel to handle students’ requests, queries, 
problems or disputes, that they have with the higher education institution. 
Creating continuity of support staff is important as it enhances student assurance levels. 
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Management at the higher education institution under study’s faculties should create an 
organisation-wide image that reflects the core values of the higher education institution- that 
being its commitment to quality teaching; research and community engagement. 
Management should build a strong corporate brand image that reflects the high quality of its 
service offering and the higher education institutions commitment to research, teaching and 
learning. 
The higher education institution under study can also use cues such as employee dress, 
appearance of the interior and exterior of the campus, employees’ positive attitudes, visible 
qualifications and credentials of its staff, and pleasant campus surroundings to reassure the 
students and their respective parents accordingly. 
During strikes and other disruptions at the higher education institution under study’s campus, 
management at all times needs to ensure the safety of its students. Management should listen 
to demands before outright ignoring them. They should have valid and reasonable reasons 
to why they cannot meet demands and what alternatives they are looking at to compensate 
for the fact that they cannot meet such demands. 
The higher education institution under study’s management should have proper security in 
place to ensure that staff and students alike are safe and their vehicles are safe as well. 
6.2.4 Empathy 
Support staff of the higher education institution under study should make students feel 
important by responding to their needs and understanding their concerns. 
Support staff should be properly trained and skilled to be more empathetic towards the needs 
of students, especially those who come from disadvantaged backgrounds like students 
coming from rural schools who have very little exposure to city life. Staff should also be 
more helpful and empathetic to the disabled students who have special needs. 
Within certain departments or faculties service offerings should be tailored to individual 
student as much as possible. 
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Both academic and support staff should make students feel important by developing long-
term relationships with them. Students can spend well over 5 years in one department 
depending how far they decide to study and these relationships can make or break their 
associations as alumni with the department and higher education institutions as a whole. The 
institution under study takes pride in their alumni and always look to their alumni for 
financial help where possible. Therefore, these relationships are very important in the long-
term.  
Both academic and support staff at the higher education institution under study should be 
trained to know students by name where possible and by their related service needs. 
6.2.5 Tangibles 
The reason why Tangibles was the dimension with the smallest gap is because the higher 
education institution under study has very technologically advanced and appealing 
equipment and facilities. Although, the fact that there was a gap means that there is room for 
improvement. Therefore, to close the tangible gap the following recommendations are 
proposed: 
The higher education institution under study should improve the layout and physical 
facilities within its campus. For instance, having departmental subject lectures as nearest to 
that department as possible. The university under study has definitely tried to do just that by 
having a system in place that places students around their departments. For example, the 
science faculty’s lectures are held within the science departments buildings. Unfortunately, 
the degree offerings within each faculty gives space for students to have multiple 
combinations of subjects therefore it will be hard to ensure all students stay within their 
faculty’s radius.  
The libraries should have better facilities, layout and better computers provided. More 
updated books and other literacy materials should also be in place. 
The furniture in venues should be cleaned and refurbished where possible or replaced to 
improve the appearance of venues. 
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The lecture venues should be clean and well-lit and air-conditioned. Generators should also 
be provided at lecture venues that prevent lectures from being cancelled during power 
outages. Due to financial constraints of the institution this could be hard to do but the 
institution could slowly start by refurbishing more of its frequently used venues with 
generators. 
The institutions adverts, posters, brochures and websites should be maintained in its upbeat, 
colourful and trendy way so that they keep attracting the attention of the diverse student 
population. Support staff should be trained on how to do such. Training should be made 
available by the institutions web unit.  
The campus should have proper facilities in place to cater to the needs of the disabled student 
population. 
Support staff and academic staff must at all times be neat, clean and presentable to the 
students. 
Staff should have the best technologically advanced equipment at hand to help them do their 
jobs more efficiently. An example would be staff having updated and modern computers, 
data projectors, laser pointers, scanners, photocopiers and printers at the office. 
The higher education institution under study academic staff should have modern teaching 
aids that can help them provide better lectures. An example could be laptops to present high 
quality power-point presentations and microphones for teaching at large lecture halls. 
Departments should be properly painted, furnished, well-lit and ventilated so that students 
feel comfortable in the environment when they seek help. This promotes aesthetic appeal.  
If the institution has the financial provisions, an increased amount of technologically 
advanced equipment should and must be installed for students in the lecture venues, 
laboratories and libraries. Within the institution under study, most lecture venues are 
equipped with up-to-date equipment but funding is limited therefore not all are advanced. A 
plan of action that may be implemented at the moment would be that chalk, dusters and 
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whiteboard markers are made available in venues with no ‘technologically advanced’ 
equipment. 
6.3 RECOMMENDATIONS 
Educational service is intangible, expendable and at the same time it is produced by the 
service provider and consumed by users (Goran, 2014). The quality of education services in 
higher education institutions cannot be objectively measured, but it is a complex and varied 
concept that should continuously be explored. The conditions in which they operate higher 
education institutions have significantly changed in recent years. In this sense it is important 
to mention technologically progress that has improved ways of teaching and learning. High 
quality service is an essential prerequisite for competitiveness and survival in the market of 
higher education. As with most of the services, also in higher education students’ 
expectations significantly affect the assessment of service quality, and satisfaction of 
students. For the admission to higher education institutions, students' expectations are based 
on their past experiences of high school and the oral tradition of students who attend or have 
attended some of the programs. Apart from their concern about the quality of services, higher 
education institutions are aware that satisfaction of students is very important since the 
students' satisfaction has a positive influence on their decision to continue their education at 
that institution. 
The gaps necessitate that the higher education institution under study should be willing to 
affect changes that would meet or exceed the expectations of students. According to Mudie 
and Pirrie (2006), expectations are formed before purchasing the service and Mc Coll, 
Callaghan and Palmer (1996) highlight the importance of expectations, by stating that 
expectations form an important element in service quality.  
The gap between management’s understanding of consumers’ expectations and the 
translation of these expectations into service quality depends on a number of factors, such 
as management commitment to service quality, the extent to which the service role in the 
organisation is standard and routine, goal setting and the existence of a formal system for 
setting the quality of service goals (Goran, 2014; Parasuraman, Zeithaml and Berry 1988). 
125 
 
The higher education institution under study should ensure that enough resources are 
allocated to tangibles at the institution. Tangibles are defined as the appearance of physical 
facilities, equipment, personnel and communication materials such as brochures and 
handouts. Tangibles provide physical representations or images that consumers will use to 
evaluate quality (Zeithaml and Bitner, 2003).  
Although tangibles was the best performing dimension at the higher education institution 
under study, with a gap score of -0.267, the highest gap scores for the tangible dimension 
related to equipment, and the appearance of physical facilities at the institution. It is 
recommended that management focus attention and resources on the purchase of new 
equipment and ensure that the facilities that students utilise are well maintained and visually-
appealing.  
The empathy dimension rated second best with a gap score of -0.5584. Empathy is defined 
as the caring, individualised attention the organisation provides its consumers (Zeithaml and 
Bitner, 2003). Empathy is a difficult dimension to fulfil, especially in a service organisation 
like the higher education institution under study that has a large student enrolment, proving 
very difficult to offer students individual attention (Goran, 2014). The highest gap scores in 
this dimension were the institution under study having students’ best interest as well as the 
institution understanding the specific needs of students.  
It is recommended that employees be trained in service quality programs and that 
management focus on deploying a service culture amongst all employees, enabling all staff 
to improve on satisfying students’ expectation thereby improving perception of service 
quality.  
Assurance proved the third best performing dimension in this study with a gap score of -
0.653. Assurance is defined as employees’ knowledge and courtesy and the ability of the 
organisation to inspire trust and confidence (Zeithaml and Bitner, 2003). The role attached 
to any position in an organisation represents a set of behaviours and activities to be 
performed by the person occupying that position (Parasuraman, Zeithaml and Berry 1988).  
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It is recommended that management investigate the possibility of a gap between service 
quality specifications and service delivery at the higher education institution under study. 
Key contributing factors to this gap include role ambiguity which requires that the correct 
information and training be provided to all staff enabling them to handle students’ requests 
and problems, employee-job fit which relates to the match between the skill of employees 
and the jobs they are required to perform, Technology-job fit could include all the higher 
education institution under study’s staff being trained in computer literacy, thereby boosting 
efficiency and performance standards.  
Parasuraman, Zeithaml, and Berry (1988) highlight the issue of perceived control and the 
assurance dimension. If higher education institution’s staff do not have the authority to solve 
student problems and are forced to deal with multiple layers of management before student 
issues are resolved, perceived assurance as a quality dimension for students may prove to 
have a negative disconfirmation. Parasuraman, Zeithaml, and Berry (1988) recommend 
teamwork as a solution. Management and staff need to view servicing students as a team 
effort and a good support service for all student-contact personnel needs to be in place.  
The second worst performing service quality dimension proved to be responsiveness with a 
score of -0.769. Responsiveness is the willingness to help consumers and to provide prompt 
service (Zeithaml and Bitner, 2003). The time it takes for staff to respond to students should 
be studied so efficiency. Competency can be evaluated and any suggested improvements be 
investigated. Responsiveness also captures the notion of flexibility and the ability to 
customise the service to consumer needs. If support staff at the institution have to conform 
to specific systems in responding to students’ requests, and there is no flexibility in such a 
system, then responsiveness by employees is dependent on the service system and channels 
that need to be followed. The higher education institution under study’s management should 
ensure that the fastest possible response systems or channels are being utilised to reduce 
response times to student requests or issues. 
Students also need to consider the number of students that the higher education institution 
under study’s employees have to deal with and how this number impacts on responsiveness. 
The fact that the institution is a public higher education institution and has a large student 
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base impacts on the response time staff can attend to student issues. Individual attention for 
students in their undergraduate degree at an institution of this size is almost impossible and 
very difficult to accommodate but still not impossible if the correct systems are in place.  
The worst performing service quality dimension in this study proved to be reliability with a 
gap score of -1.0208. Consumers want to do business with organisations that keep their 
promises, particularly their promises about service outcomes and core service attributes 
(Zeithaml and Bitner, 2003). The highest gap scores in this dimension related to the higher 
education institution under study was performing services right the first time and providing 
services at the times the institution promised to do so. It is suggested that management and 
staff ensure mechanisms are in place to check deadlines promised to students are strictly 
adhered to at all times, and that feedback systems and good communication channels 
between staff and students are always utilised. 
6.4 LIMITATIONS OF PRESENT RESEARCH 
There are some limitations associated with this study that need to be discussed. Firstly, the 
results obtained from this study cannot be generalised to a wide range of similar situations 
concerning higher education institutions because of the non-probability sampling technique 
used even though the methodology used in this study could be applied to these similar 
situations. The present study started by utilising probability sampling however, as access 
was denied to the population, it made it impossible to carry out the probability method. In 
future it would be wise to be certain of access and to have, in writing, this access before 
starting with the research. 
Moreover, the issue of students’ perceptions could be questioned because the sample size 
consisted of respondents that come from different social classes. What one might view as 
below par, might be well above standards for another.  
Carrying out this study on higher education institutions of different sizes could be a 
limitation because students could expect more from bigger higher education institutions than 
smaller ones.  
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However, the above limitations are less significant compared to the importance of carrying 
out this type of study. Such a study should be carried out frequently in order to monitor 
service quality and find out satisfaction levels of students and hence make necessary 
adjustments in case of any weaknesses/significant gaps. 
6.5 RECOMMENDATIONS FOR FUTURE RESEARCH 
The study explored the gap between students’ expectations and perceptions of service quality 
in Higher Education. Literature has shown the importance of student feedback in the higher 
education quality assurance process. It is recommended that continuous research along the 
five service quality dimensions, covered in this study, be applied to the higher education 
institution as a vital input to the quality assurance programs at the institution, enabling the 
institutions management and staff insight into changes they need to affect, thereby improving 
service quality and student satisfaction. 
It is also recommended that SERVQUAL be used to assess the performance within faculties 
at the institution and between departments that interact with each other on a continual basis, 
enabling staff to understand what other departments expect and perceive of them and vice-
versa. The possibility of inter- departmental SERVQUAL studies at the higher education 
institution may also improve communications and facilitate teamwork amongst staff, thereby 
improving overall service at the institution. On another hand, one of the limitations was the 
SERVQUAL model itself, since this model examines only service quality and not education 
curricula, so there are results about service quality, but there are no results about whether 
students are satisfied with learning outcomes. Therefore, this can be an opportunity for 
expansion of this study. In the future, authors can add to the SERVQUAL model few 
questions that are of interest for higher education institutions, and in that way one can 
research students satisfaction in the field of education at the institution. One can add 
questions about specific program, academic curricula, course, or learning outcomes, and 
those results would imply should higher education institutions put more effort in teaching 
process to increase service quality. 
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Research highlighting the different profiles of students at the higher education institution 
may offer management and staff insight into students’ different backgrounds, cultural 
diversity and expectations. 
A longitudinal study focusing on students in their first-year-of-study and tracking the same 
students through to their final-year-of-study might give management a deeper understanding 
of the expectations of students fresh from high school, what they value and how or where 
they acquire their information about higher education institutions. Afterwards, measure their 
perceptions of the students’ entire aggregated experience of the higher education institutions 
service quality. 
In conclusion, the main difficulty with educational services is that students are not customers 
and higher education institutions are not businesses, even though there is an argument that 
they should start running as such. The success of a higher educational institution is not 
measured in terms of profits, and students do not actually buy any products/services from 
the higher educational institution. This makes it a little harder to understand the motivation 
that should exist between both parties to make this work and function well. The students and 
higher education institutions need to have a mutual interest in their relations. This means 
that as much as higher education institutions need to provide high service quality to students, 
students need to be willing to provide feedback and interact.  
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APPENDIX A: INVITATION TO 
PARTICIPATE 
Dear Participant, 
You are invited to participate in a research study entitled Service Quality in Higher 
Education: An exploratory study of students.  The aim of this research is to determine 
whether a gap exists between students’ expectations and perceptions of service quality at a 
South African higher education institution.   
The research will be undertaken by means of a questionnaire and the data to be collected 
from this research will be of a quantitative research design. Your identity and that of your 
institution will be treated with complete confidentiality.  The collection of this data will 
require about 5-10 minutes of your time to complete. 
To participate, you will be required to provide consent by ticking either yes or no below to 
verify that you understand and agree to the participation conditions.  
Furthermore, Ethics approval has been sought and granted by the University’s Ethical 
Standards Committee.  
Thank you for your time and I hope that you will find my request favourable. 
Yours sincerely, 
Alyssa S Williams  
Masters Research Student     
Participation Conditions: 
 I understand the purpose of the research study and my involvement in it 
 I understand the risks and benefits of participating in this research study  
 I understand that I may withdraw from the research study at any stage without any 
penalty  
 I understand that participation in this study is done on a voluntary basis 
 I understand that while information gained during the study may be published, I will not 
be identified and my personal results will remain confidential 
 I understand that the information given in this study could be re-used for further/future 
research 
I consent to above 
 Yes 
 No  
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APPENDIX B: SERVICE QUALITY 
QUESTIONNAIRE 
SERVICE QUALITY QUESTIONNAIRE 
Instructions: There are 3 Sections (A, B and C). All Sections are compulsory. 
Section A: Demographics 
Instructions: Please answer all questions. 
Student Number: (please specify) ________________ 
Gender (mark with an X)        Male ___   Female ___   Undecided ___        
Date of Birth (Please specify)  Day: ________ Month: ___________ Year: 
__________ 
Age (Please specify your age at the present moment)   _____ 
Ethnicity (mark with an X)  Black___   Indian___  Asian___  Coloured___  
White___ 
Nationality (please Specify) ___________________ 
In which faculty are you registered in? (mark with an X) 
Commerce _______   Humanities _______   Pharmacy ______   Science ______ 
Section B: Expectations Questionnaire 
Show the extent to which you believe an excellent higher education institution would 
deliver excellent quality of service. Think about a higher education institution with which 
you would be pleased to do business. Marking a 1 means you strongly disagree that an 
excellent higher education institution has that feature, and circling a 5 means that you 
strongly agree it does. 
 
 (mark with an X) Strongly 
Disagree 
Disagree Uncertain Agree Strongly 
Agree 
T 
1 An excellent higher education 
institution should have modern-
looking equipment. 
1 2 3 4 5 
2 The physical facilities at an excellent 
higher education institution will be 
visually appealing. 
1 2 3 4 5 
3 Employees at an excellent higher 
education institution will be neat- 
appearing. 
1 2 3 4 5 
4 Materials associated with the service 
(such as pamphlets or statements) will 
be visually appealing at an excellent 
higher education institution. 
1 2 3 4 5 
Rel 
5 When excellent higher education 
institutions promise to do something 
by a certain time, they will do so. 
1 2 3 4 5 
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 (mark with an X) Strongly 
Disagree 
Disagree Uncertain Agree Strongly 
Agree 
6 When a student has a problem, an 
excellent higher education institution 
will show a sincere interest in solving 
it. 
1 2 3 4 5 
7 Excellent higher education institutions 
will perform the service right the first 
time. 
1 2 3 4 5 
8 Excellent higher education institutions 
will provide their services at the time 
they promise to do so. 
1 2 3 4 5 
9 Excellent higher education institutions 
will insist on error-free records. 
1 2 3 4 5 
Res 
10 Employees in excellent higher 
education institutions will tell students 
exactly when services will be 
performed. 
1 2 3 4 5 
11 Employees in excellent higher 
education institutions will give prompt 
service to students. 
1 2 3 4 5 
12 Employees in excellent higher 
education institutions will always be 
willing to help students. 
1 2 3 4 5 
13 Employees in excellent higher 
education institutions will never be 
too busy to respond to students' 
requests. 
1 2 3 4 5 
A 
14 The behaviour of employees in 
excellent higher education institutions 
will instill confidence in students. 
1 2 3 4 5 
15 Students of excellent higher education 
institutions will feel safe in their 
transactions. 
1 2 3 4 5 
16 Employees at excellent higher 
education institutions will be 
constantly courteous with students. 
1 2 3 4 5 
17 Employees at excellent higher 
education institutions will have the 
knowledge to answer students' 
questions. 
1 2 3 4 5 
E 
18 Excellent higher education institutions 
will give students individual attention. 
1 2 3 4 5 
19 Excellent higher education institutions 
will have operating hours convenient 
to all their students. 
1 2 3 4 5 
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(mark with an X) Strongly 
Disagree 
Disagree Uncertain Agree Strongly 
Agree 
20 Excellent higher education institutions 
will have employees who give 
students personal attention. 
1 2 3 4 5 
21 Excellent higher education institutions 
will have the students best interest at 
heart. 
1 2 3 4 5 
22 The employees of excellent higher 
education institutions will understand 
the specific needs of their students 
(for example, difficulties facing 
students). 
1 2 3 4 5 
 
Section C: Perceptions Questionnaire 
Show the extent to which you believe the Higher education institution you are currently 
attending has the feature described by the statement. Once again, circling a 1 means you 
strongly disagree that your institution has that feature, and circling a 5 means that you 
strongly agree it does. 
 (mark with an X) Strongly 
Disagree 
Disagree Uncertain Agree Strongly 
Agree 
T 
1 Your higher education institution has 
modern-looking equipment. 
1 2 3 4 5 
2 Your higher education institution's 
physical facilities are visually 
appealing. 
1 2 3 4 5 
3 Your higher education institution's 
employees are neat-appearing. 
1 2 3 4 5 
4 Materials associated with the service 
(such as pamphlets or statements) are 
visually appealing at your higher 
education institution 
1 2 3 4 5 
Rel 
 
5 When your higher education 
institution promises to do something 
by a certain time, it does so. 
1 2 3 4 5 
6 When you have a problem, your 
higher education institution shows 
sincere interest in solving it. 
1 2 3 4 5 
7 Your higher education institution 
performs the service right the first 
time. 
1 2 3 4 5 
8 Your higher education institution 
provides its services at the time it 
promises to do so. 
1 2 3 4 5 
9 Your higher education institution 
insists on error-free records. 
1 2 3 4 5 
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 (mark with an X) Strongly 
Disagree 
Disagree Uncertain Agree Strongly 
Agree 
Res 
10 Employees at your higher education 
institution tell you exactly when 
services will be performed. 
1 2 3 4 5 
11 Employees at your higher education 
institution give you prompt service. 
1 2 3 4 5 
12 Employees at your higher education 
institution are willing to help you. 
1 2 3 4 5 
13 Employees at your higher education 
institution are never too busy to 
respond to your requests. 
1 2 3 4 5 
A 
14 The behaviour of employees at your 
higher education institution instills 
confidence in you. 
1 2 3 4 5 
15 You feel safe in your transactions with 
your higher education institution 
1 2 3 4 5 
16 Employees at your higher education 
institution are consistently courteous 
to you. 
1 2 3 4 5 
17 Employees at your higher education 
institution have the knowledge to 
answer your questions. 
1 2 3 4 5 
E 
18 Your higher education institution 
gives you individual attention. 
1 2 3 4 5 
19 Your higher education institution has 
operating hours convenient to you. 
1 2 3 4 5 
20 Your higher education institution has 
employees who give you personal 
attention. 
1 2 3 4 5 
21 Your higher education institution has 
your best interest at heart. 
1 2 3 4 5 
22 Employees at your higher education 
institution understand your specific 
needs (for example, difficulties facing 
you). 
1 2 3 4 5 
 
